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PREFACE 
Public relations has been effectively disseminating propaganda, but 
there has been some question whether it has been effectively gathering the 
information needed to plan, evaluate and guide its propaganda efforts. My 
thesis will attempt to provide some answers to this question and hopefully 
shed light on the role of research in public relations. It is hoped this 
study will be another step in the self-examination process going on in 
public relations today. 
It would have been extremely difficult to have undertaken and com-
pleted my work without the combined support and cooperation of many persons 
and several organizations who have offered me suggestions, information and 
important assistance. I am deeply in debt to each party for their role and 
feel each is equally important in the complete picture. 
I wish to acknowledge my first and second readers at Boston University, 
Dr. Otto Lerbinger, Chairman of the Division of Public Relations, and Dr. 
Edward J. Robinson, Chairman of the Division of Communications Research. 
Their counsel at various stages of my project was always anxiously awai t ed. 
The Division of Public Relations provided me with all the stationery 
used in the mail survey and for thesis correspondence, and I wish to thank 
the school for these materials . 
Lt . Colonel Arthur Dreyer, USAF, Chief of Academic Department of 
Office of Information, helped me focus my entire thesis and I am grateful 
for his many suggestions . 
The Public Relations Society of America cooperated and provided me 
with important support . Donald L . Lynch, Executive Director, worked to 
secure me a PRSA grant . This grant deferred many of my expenses connected 
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with the mail survey . I also wish to acknowledge Ward B. Stevenson, Presi-
dent of PRSA, and Howard P. Hudson, Chairman of the Research and Education 
Committee, whose committee was responsible for giving me the financial sup-
port. 
During my graduate studies at Boston University, I was awarded an 
internship of seven months (February to September - 1962) with Opinion Re-
search Corporation, Princeton, New Jersey. This research experience has 
had a profound influence on my attitudes toward the value of research in 
the human behavioral fields. 
In September 1962 I returned to SPRC to complete my graduate course 
work and formulate ideas for a thesis examining the role of research in 
public relations. After receiving approval of a thesis prospectus, I re-
newed my association with personnel at ORC. My intention was to seek 
advice on questionnaire construction and sample design. Walter Barlow, 
President of ORC, Tom Benham, a Vice President, and Joe Goeke, Manager of 
the Index for Industry, examined my prospectus and generously offered to 
assist me with my printing and tabulation. This assistance has proved in-
valuable and I am sincerely grateful to Opinion Research Corporation for 
their help. 
It is difficult to single out individuals at ORC who offered me 
assistance since almost every staff member was ready to contribute to my 
study. But there are several individuals who provided me with pertinent 
suggestions during the progress of my thesis whom I wish to acknowledge. 
Joe Goeke and Lloyd Kirban, who were both consulted from the beginning 
of my study to the end, made important contributions which enabled me to 
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strengthen the thesis. Mrs. Isabelle Rhodes, former Supervisor of Inter-
viewing and Statistics at ORC, helped me with sample design and question-
naire construction. 
Miss Doreen Snook, my typist, also played an important role and her 
assistance is certainly appreciated. 
Last, but certainly not least, are my parents. They were both highly 
involved with my thesis from beginning to end. Both helped me proof read 
and do those little jobs which are so time consuming. But perhaps most 
important they offered me encouragement and confidence. This will always 
be remembered. They, if anyone, were the guiding force behind the comple-
tion of this study. 
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CHAPTER I 
PUBLIC RELATIONS - A TWO WAY STREET? 
He that questioneth much shall learn much. 
Francis Bacon* 
Effective communication between an institution and its publics -
community, customers, employees, general public, government, press and 
stockowners - is one of the primary functions of public relations. This 
communication involves sending and receiving, disseminating and collect-
ing information. Thus the communicator operates on a two way street of 
information. 
Another view of the public relations process is stated in the 
Public Relations News definition which says, "Public relations is the 
management function which evaluates public attitudes, identifies the 
policies and procedures of an individual or an organization with the 
public interest, and executes a program of action to earn public under-
standing and acceptance." 
There is no doubt public relations practitioners are busy sending 
information to their publics and executing programs of action. It is re-
ported that "some 35% of the content of today 's newspapers comes from 
bl . 1 . . . Ill pu ~c re at~ons pract~t~oners. Oth er public relations activities 
(speaker's bureaus, films , stockowner meetings, open houses, etc.) are 
being directed to millions of Americans. 
·kRoget's International Thesaurus, 1961, p . 303. 
1 Scott M. Cutlip, "Third of Newspapers' Content PR-Inspired," 
Editor & Publisher, May 26, 1962 , P. 68. 
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The dissemination of information and the implementation of public 
relations programs play leading roles in public relations today, but defi-
nitions of the public relations process imply collecting and receiving of 
information are also important in the public relations process and should 
be given major roles. The collecting and receiving of information is the 
other side of the two way street . 
This other side of the street in the communication process is re-
search, which is systematic study, questioning and investigation of 
behavior and attitudes among the publics involved . 
With knowledge of their publics, public relations personnel can 
approach their problems with more confidence and a greater probability 
of achieving success. But research, which supplies adequate information, 
is too often the missing link in the public relations program. 
Research, along with the dissemination of information, should play 
a major role in a public relations program , For a long time research has 
taken a back seat in public relations programs. There are some leading 
public relations practitioners who feel that research remains in this 
position today . 
The following comments give a sampling of opinion of public rela-
tions spokesman who have written articles relating to the role of research 
in public relations : 
Clifford B. Reeves, Senior Vice President with Mutual Life 
Insurance Company of New York , states: 
"Too many in public relations do before seeing what the 
public wants ." He goes on to say, "no amount of confer-
ence room conjec2ure can take the place of a well planned 
opinion survey . " 
2 Clifford B. Reeves, "Mony Surveys : Pinpoint Problem, Make Corrections, 
Measure Improvement, Public Relations Journal , September 1961, pp . 23-24. 
Earl Newsom, President of Earl Newsom & Company, expressed the 
following opinion on the role of research in a Public Relations 
Journal article several years ago: 
"Our research simply must go forward with more vigor, 
and we can not evade the responsibility to push it 
forward . It is our responsibility to discover real 
principles on which to rest the practice of public 
relations and to test them under a variety of condi-
tions . 
"We are proceeding today largely on a basis of faith 
and instinct . Some of our instincts may be valid . Per-
haps someday we will be able to confirm by scientific 
evidence that many of our guesses are good. But no 
company can be expected to let us 'play by ear' longer 
than conditions absolutely require."3 
William W. Cook, a member of U. S. Steel's public relations de-
partment, asks in a Public Relations Journal article, 
"Are companies doing enough to determine the facts? Do 
companies know where they stand?" 
Mr . Cook goes on to say that compantes must collect facts 
to make public relations decisions . 
Roy J . Le ffingwell, Chairman - Leffingwell/Associates, states, 
that unl e ss surveys , and ot h er r e search methods are 
used "ther e is no alternative in planning and execu-
ting a publ i c relations program but to follow the 
trial and error methods . "5 
Stephen E . Fi t zgerald, an Account Executive with John Moynahan & 
Company, fe els , 
3 
"only a f ew of t h e independ ent couns eling firms em-
ploy per s onne l equipp ed to deal pro fe ssionally with 
r es earch problems. " He says that public r e lations 
has l earned t o use r e search tools in a "rather half 
hearted and sometime s inept fashion." 
Ear l News om, "We Don' t Know Enough!" Public Relations Journal , 
January 1951 , pp . 3, 4 , 5 and 18 . 
4
willi am W. Cook , "Do We Re a l ly Know Wher e We Stand," Public Re-
lations J ournal , Sep temb er 1957 , pp . 15 , 16 , 17 , 20 , and 21 . 
5 Roy J . Le ffingwell , "Sci entific tools for PR, "Public Relations 
Journal , June 1952 , pp . 17 - 18 . 
3 
Fitzgerald also believes, "If we wait patiently for another 
five or ten years, research will then be used for a more 
orderly approach . "6 
It has been six years since Fitzgerald's Public Opinion Quarterly 
article . Does public relations have a more orderly approach in 1963? 
How do public relations practitioners view research methods and tech-
niques today? What is the role of research in public relations - 1963? 
If research has assumed an important role in public relations pro-
grams, then public relations has certainly progressed. If research is 
4 
being disregarded, then public relations is not maximizing the effective-
ness of the public relations effort and the public relations dollar. A 
scientific approach in the planning and evaluation stages is a neces-
sary step to maximize the effectiveness of almost any public relations 
activity. 
Scientific methods are widely employed with success and on a large 
scale in advertising , marketing and packaging. Research techniques are 
used in these areas to determine the direction and selection of programs 
and new research methods are constantly being developed . This leads one 
public relations practitioner to question, "Is public relations using 
the same power of social science research? I think not , " says Henry T. 
Rockwell , President of Jones and Brakeley, a New York Public Relations 
Agency . 7 
Management has been sold on the value of res earch in advertising, 
marke ting and packaging , but in public relations it is a different story. 
6
stephen E. Fitzgerald, "Public Relations learns to Use Research," 
Public Opinion Quarterly, Spring 1957, P . 141 . 
7Henry T. Rockwell, "Are We Using The Power of Social Science 
Research in Public Relations?" Public Relations Journal, September 
1956, pp . 7-8, 10, 22, 23. 
Walter Barlow, President of Opinion Research Corporation, maintains that 
the amount of research being conducted in public relations is years be-
hind that in advertising and marketing.8 
It seems research in marketing has proved its worth; it is some-
what of a status symbol in advertising. But in public relations manage-
5 
ment has yet to be sold on the dollar value of research. Public relations 
must close the gap between the related disciplines and also apply scien-
tific research methods to its problems . 
Research applied to public relations problems can increase the 
ability of the practitioner to communicate . Research can dispel myths 
which sometimes surround effective communication between the institution 
and its publics. The following myths illustrate ideas that exist in 
some quarters:9 
1) You can judge the effectiveness of a piece of reading 
matter by the number of people who are willing to pick 
it up and carry it away. 
Studies conducted by Opinion Research Corporation show 
there appears to be "little or no relationship between 
pickup figures and readership . " In one case 8,625 book-
lets were picked up, but only 8% of the employees could 
prove they read it . 
2) Most employees aren't interested in their company -
only in trivia or news about themselves and their 
friends . 
8 
Surveys indicate employees want information on subjects 
which have an effect on them - wages, hours , working 
conditions and job securi ty. Solid evidence points out 
"personals" are greatly overrated. 
Walter Barlow, interviewed by James H. Fauss, January 2, 1963 . 
9"Ten Myths," Opinion Research Corporation, Princeton, New Jersey 
3) Gimmicks, such as trick headlines or elaborate analogies, 
are needed to build readership for serious material. 
It is found that gimmicks often confuse instead of clari-
fying the point. In one case only 2% of the readers got 
the point a picture was trying to make. 
To what extent are public relations practitioners relying on re-
search methods to disprove myths that surround their actions? Does 
the "trial and error" method predominate in public relations today? 
Are public relations practitioners carefully reviewing, examining, 
questioning and analyzing the behavior and attitudes of their publics? 
Has public relations questioned its activities with the intensity 
needed to develop new bodies of knowledge? 
There are public relations practitioners who are concerned with 
opening the other side of the two way street of communication. They 
have instituted systematic research programs to supply them with a con-
crete base of knowledge and effective information . Several examples 
of these public relations research programs will be examined in the 
following pages in Chapter II. 
6 
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CHAPTER II 
A CLOSER EXAMINATION OF RESEARCH 
Dr. Edward J. Robinson, Chairman of the Communications Research 
Division, Boston University, says, "Research means the process of ob-
taining reliable knowledge." He believes, "There are degrees of reliable 
knowledge that one can obtain. Knowledge is not black or white, thorough-
ly reliable in one case and without realibility in another. The degree 
of confidence that one can place in knowledge obtained is, all things 
being equal, a function of how the knowledge was obtained." 
There is a 'continuum of knowledge' according to Dr . Robinson and 
public relations practitioners gather information along this continuum 
of knowledge. "The continuum concept implies that under certain circum-
stances, the public relations practitioner will be operating with nothing 
more than intuition or data based upon such simple techniques as careful 
observation. At other times, it may be that he can utilize research 
findings obtained via experimentation to guide him in his action . 
"Intuition or guessing, or observation can be thought of as being 
toward the left hand end of this continuum of knowledge. Detailed re-
search results obtained via adherance to the scientific method can be 
thought of as being at the right hand end of the continuum of knowledge."1 
The following case histories illustrate how systematic research 
techniques toward the right end of the continuum have been used to gather 
reliable knowledge for public relations activities . These cases have 
been gathered from individual companies, associations and government 
1Edward J . Robinson, "Research : The Fountainhead of Public Rela-
tions,'' Speech given at 15th Annual Conference of PRSA, Boston, Novem-
ber 12- 14 , 1962. 
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agencies and represent varying degrees of research methods open to public 
relations personnel. 
Library Research Suggests The Need For Management Memo 
While working at Opinion Research Corporation, this writer helped 
prepare a memorandum for the public relations department of an ORC client. 
The client wanted information on the use of the management memo or news-
letter as a means of communication to a select group of supervisors and 
managers. Information was compiled for the client based on a thorough 
examination of existing literature and ORC experience in employee communi-
cations . 
Articles from current periodicals , e.g. "Management Information 
Crisis," Harvard Business Review, September-October, 1961, were relied 
on to define management's need for information. This particular article 
emphasized management employees must rely less on the informal means of 
obtaining information (face to face contact, informal information on 
competitors, general reading and bits of information from the common 
pool) and more on "formal conveyance, " if its "information crisis" is 
to be met. 
Books on employee communications were also referred to in this 
literature search e.g. Robert Newcomb and Marg Sammons , Speak Up Manage-
ment, Willard V. Merrihue, Managing by Communication and Raymond W. Peters, 
Communications Within Industry . All these library sources provided re-
liable knowledge on the import ance of supplying supervisors and management 
employees with full and official information. Newcomb and Sammons' book 
also outlined the topics to be covered in a management memo. 
Past ORC employee communication studies were used to support the 
use of a management memo by the client. These studies pinpointed the 
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type of information (company plans for the future, current financial situa-
tion of the company and political and economic issues affecting the com-
pany) management employees desire. 
An ORC Index for Industry study pointed out employees rely on super-
visors for information on company policies. Employees prefer information 
from their supervisors because it gives employees an opportunity to ask 
questions. It is therefore necessary that supervisors have a well estab-
lished source of up-to-date information . 
This combined library research, a literature search and examination 
of past research studies, permitted the client to base its decision to 
use a management memo on reliable knowledge, not just guessing and intui-
tion . Such a systematic process of collecting information should maximize 
the effectiveness of one of the client's public relations activities - the 
management memo . 
How To Improve A Speaker's Program 
The public relations department of a large international pharmaceuti-
cal house initiated an extensive speaker' s program in 1960 . The preparation 
of the speeches and the training of "detailmen" for the program is a respon-
sibility of the department. Since 1960 some 200 trained speakers have 
given over 1000 talks before service clubs, frat ernal organizations and 
church groups. These various groups offer a means of reaching the general 
public . 
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The objective of the program is to clarify issues related to the drug 
industry (amount of profits and other economic matters) and supplying the 
public with accurate information on these and other issues (amount of re-
search being conducted). The program offers the advantage of audience 
participation through the question and answer approach. 
Recently the public relations department wanted to determine the 
effectiveness of the program. It also needed a guide for future activities. 
Was there a change in attitude among the audiences which heard the speeches? 
To give the public relations staff an indication of the effectiveness of 
~of the speeches being used before organizations around the country , 12 
different audiences were selected for a test . 
Each of the 12 audiences was divided into two groups. One of the 
two groups received a brief questionnaire r elat ing to the drug industry 
to be filled in before the speech . The other group also received a ques-
tionnaire to be filled in before the speech, but it was related to another 
industry e.g. atomic or chemical . After the speech the proc~ss was re-
versed . The first group which had filled in the questionnaire on the drug 
industry was given a questionnaire relating to ano ther industry. The sec-
ond group which had answered the questionnair e on the chemical or atomic 
industry received a questionnaire on the drug industry . Questionnaires 
completed on the drug industry (before and after by similar audiences) 
were compared for attitude change. 
This information has permitted the public relations staff to witness 
if there has been any change of opinion as a result of the speech . It 
must be pointed out this is not an absolute test of the effectiveness of 
the speech or attitude change since there are many factors influencing 
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such a change and the effectiveness of any speech. Also it must be remem-
bered attitude change may only be a temporary phenomena. 2 But such a test 
is a means of obtaining more reliable knowledge on a public relations pro-
gram than might have been obtained through less systematic methods .* 
A Pilot Study In Flint, Michigan 
Many times it takes a problem to accentuate the need for research 
in public relations. This was the case in Flint, Michigan where unfavor-
able publicity unleashed on the consumer finance companies resulted in a 
community attitudes study. 
Several labor leaders wrote "letters to the editor" in the local 
newspaper criticizing the collection policies of the consumer loan com-
panies . How widespread was this feeling expressed in the newspaper 
column? Where was it most prevalent? A study was conducted under the 
sponsorship of the Michigan Consumer Finance Association (MCFA) to un-
cover the extent of this criticism and identify other trouble spots 
relating to companies in MCFA. Thirty-two unstructured interviews were 
conducted with a cross-section of community leaders (attorneys, bankers, 
educators, labor leaders, business men, etc.) to solicit their opinions 
on problems relating to the consumer finance business. 
The interviews uncovered pockets of misinformation on policies of 
the loan companies. The study showed the criticism had really been aimed 
at the policies of two small loan companies (not members of MCFA), but 
2Herbert I. Abelson, Persuasion, Springer , New York, 1959, pp . 42-43. 
*The information for this case history was gathered in a personal 
interview and results from the tests were inconclusive at the time of the 
interview. 
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had some adverse effect on all the loan co~panies in the area. Suggestions 
were offered by the opinion leaders on areas where improvements might be 
made in the advertising and public relations programs of the loan companies. 
Favorable comments identified the assets offered by the finance companies 
to the community. All in all, the interviews helped reveal a clearer "image" 
of MCFA and its member companies. 
In this example the problem (adverse newspaper publicity) resulted 
in the study. The Vice President of Public Relations of Beneficial Man-
agement Corporation, who supplied the information on this study, emphasized 
that when possible the study should anticipate the problem. Research, if 
it is to be used most effectively as a public relations tool, must be ini-
tiated before the fire has started. 
A Trade Association Examines Its Image 
Scientific research can reflect a more accurate picture of an indus-
try or individual company than might be possible through less reliable 
methods. Such a scientific approach is exemplified in the following case 
his t ory. 
A large trade association was concerned with the public's attitudes 
toward the industry which it represented. To meet the problem a large 
scale public relations campaign was planned. Before approving expendi-
tures for the campaign, the trade association members wanted to know if 
the campaign was on target. What was the public's awareness of, and atti-
tudes toward, the industry? 
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A great deal of foreign competition was another major problem of 
the industry. Therefore, the association was interested in the public's 
knowledge and appraisal of the foreign import problem in general and 
with particular reference to the imports of products which compete with 
its members. Opinion Research Corporation was retained to conduct a 
survey to determine what the public's image of the industry was and 
how the foreign competition problem was perceived. 
The research disclosed that while a problem did exist it was more 
one of overcoming widespread lack of knowledge than of counteracting 
adverse opinion. More persons reported they knew little of the indus-
try than said they knew a lot about it. Only one person in five could 
name a product manufactured by the industry. 
An examination of the industry's image showed that there are sev-
eral unfavorable dimensions e . g. uses cheap labor, is controlled by a 
few companies, and is old fashioned, not progressive. The public's 
profile of the industry is mixed and not strong, although it is mi xed 
with several favorable items e.g. has improved product quality, pro-
vides lots of jobs, seeks new product uses, is highly competitive . 
These items could be called upon in overcoming the unfavorable aspects . 
When it carne to imports many persons f elt that while foreign pro-
ducts did not affect them personally, they did harm U. S. manufacturers . 
The public believed that both government and industry could initiate 
e ff ective action to meet the import problem . 
After carefully reviewing the research findings, the public rela-
tions personnel made several changes in the planned public relations 
program. The funds for this program were then appropriated.3 
A Before and After Study 
The case below is a fine example of how survey research might be 
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utilized before and after a public relations program has been initiated. 
A large pharmaceutical firm employed Opinion Research Corporation 
to provide evidence as to whether or not a newly initiated institutional 
advertising and public relations campaign would suceed in improving the 
reputation of the firm among physicians. 
An attitude study was designed to measure the degree of change, if 
any, resulting from the advertising and public relations campaign. Prior 
to initiation of the campaign, ORC measured the image of the firm among 
its customers in two states. The image was measured in terms of research, 
marketing, product, service and advertising. 
After the image data were collected in the two states, the adver-
tising and public relations campaign was instituted on a nationwide 
basis. However, one of the two states under study was excluded from 
the campaign and served as a control. 
About one and one-half years after the initial survey, the firm's 
initial survey, the firm's image was remeasured in the two states. The 
image data were gathered among the same persons studied before . 
3opinion Research Corporation, Princeton, New Jersey granted this 
writer permission to compile the material for this case history. The 
confidential nature of ORC's studies does not permit the disclosure of 
the industry or trade association in this case. 
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Research findings revealed the promotional campaign had changed 
attitudes to a degree in the state where the advertising and public re-
lations campaign had taken place. The reputation areas, where significant 
differences appeared in the test state and the control state, were as 
follows: research,marketing, product, service and advertising. In the 
control state, where the advertising and public relations campaign was 
not used, there was no improvement in the company's image in any reputa-
tion areas. Variables such as company sales and promotional activities 
were kept similar in both states. 
As an additional control, the images of two of the company's 
leading competitors were also measured in both studies . No consistent 
improvement in their images was noted. This barred the possibility 
that the changes in the client's image were a result of a change in 
attitude toward the industry as a whole rather than a change in atti-
tude toward the company itself. 
As a result of the study the management of the pharmaceutical 
company decided to continue the promotional program . Their decision 
had been based on reliable knowledge, rath er than haphazard informa-
tion.4 
The Air Force Examines Its Information Program 
The Office of Information, United States Air Forc e , is committed 
to using research as a tool in their interna l information programs . 
4opinion Research Corporation, Princeton, New Jers ey granted 
this writer permission to compile the material for this case history. 
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These programs consist of approximately 75% of the over-all information 
(public relations) effort. The research program, which is designed to 
supply all Air Staff agencies (Personnel, Information, etc.) with current 
information, is directed by the Communications Studies Group of the Air 
Force. 
Three times a year surveys are conducted Air Force-wide to guide 
the information and other Air Force programs during the year.* The 
Office of Information obtains feedback on its Base Newspapers, "The Air-
man" magazine, and the Commander's Call program. The latter takes place 
monthly when the Air Force Commander appears in front of his airmen and 
officers to talk about information matters. Films are often used during 
these meetings to support the Commander's communication . 
Tri annual surveys tend to follow the pattern below in reviewing 
these information programs: 
1) February surveys are devoted entirely to questions de-
signed to obtain specific data on the Commander's Call 
program. 
2) May surveys are devoted to obtaining specific data on 
the Base Newspaper program, "The Airman" magazine, and 
the USAF Information policy letter for Commanders. 
3) October surveys assess the level of knowledge officers 
and airmen have on subjects covered by the internal in-
formation program during the past year. 
The May 1962 report illustrates the areas of the internal informa-
tion program examined: 
How do officers and airmen regard the base newspaper as a 
source of information on Air Force activities? 
*Only areas relevant to the needs of the Office of Information will 
be outlined in this case history . 
What is the potential for communicating information in the 
base newspaper? 
What are weaknesses and strengths of the newspaper? 
How can distribution be improved? 
Which internal medium do officers and airmen rate highest as 
a source of information? 
The May report answers these and other questions which enable the 
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Office of Information to take a systematic approach to its internal pub-
lie relations problems. To increase the effectiveness of the over-all 
information program, information offices at all levels of command are en-
couraged to make maximum use of the responses. Information officers are 
currently being instructed that it is to their advantage to use the sur-
vey findings at their disposal. They are taught this device can be an 
effective public relations tool if used actively. 
Scientific knowledge not available in the tri-annual surveys is 
provided in special surveys. 
This organized system of gathering information opens the other side 
of the two way street of communications. It is a concrete step toward 
effective evaluation, planning and controlling the Air Force Information 
Program. 5 
What Do Our Customers Think? 
This is a leading question for any business, but perhaps even more 
important for a utility company. In the telephone business customers and 
the general public are almost synonymous terms since a vast majority of 
5Lt. Colonel Arthur Dreyer, USAF, Chief SAFOI Academic Department, 
provided me with the information on this research program . 
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the general public has telephones and are therefore telephone customers. 
To provide answers to this question and others relating to the 
activities of the public relations department, the Bell System conducts 
annual customer attitude studies. These studies are designed to help 
management appraise how the public feels about the company and telephone 
service, and provide information on what the customer wants rather than 
just what the management might think he wants. Because the studies are 
done on an annual basis the public relations department can chart trends 
in customer attitudes. 
Information for the Bell System's trend studies are gathered among 
thousands of customers across the country. Questionnaires are filled 
in by the respondents and collected by an interviewer the day after 
their distribution. 
These annual attitude studies provide management and the public 
relations departments with reliable knowledge on customers' impressions 
of telephone service, the cost of the service, and the company and its 
activities . Operating companies within the Bell System issue individual 
reports . These reports permit analysis on the basis of the different 
divisions, areas and territories within the state or states in which 
the telephone company operates. Similarities and differences in custo-
mer attitude toward the many companies within the Bell System are cited 
in the general Bell System report . 
A sampling of question areas covered in these trend studies in-
eludes: 
Is There anything about your service that is in any way un-
satisfactory? 
Do you feel that you get your money's worth out of your 
telephone? 
What kind of a job do you think the Telephone Company 
does in keeping the public informed about the business? 
Aside from providing telephone service, do you think 
the Telephone Company does its part to help in local 
civic and community affairs? 
How much scientific research do you think is done by the 
Bell Telephone System? 
The last page of the questionnaire provides space for customer 
testimony on telephone service, current telephone programs, and the 
Telephone Company. These unsolicited comments give a sampling of opin-
ion and are better than letters for evaluating and planning public 
relations programs since letters often give a distorted view of public 
opinion. 
A member of the public relations staff of one of the operating 
companies told this researcher the objective of a current public re-
lations program was to "generate a change in behavior." As evidence 
of the impact of this program, the public relations department looked 
19 
for customer reaction in the comment section of the most recent attitude 
survey. 
Unsolicited customer opinion and customer answers to structured 
questions combine to give the companies within the Bell System a syste-
matic approach and some definite guidelines for many of their public 
relations decisions. 
Effective Propaganda Through Research 
The National Safety Council is the largest of many organizations 
which disseminate safety information. A pertinent question associated 
with the releasing of safety propaganda is: how effective is the mes-
sage? In an attempt to answer this question and "develop standards 
and guidelines" for its communications programs, the National Safety 
Council has embarked on a well rounded communication research program. 
According to John Naisbitt, Director of Public Information, 
National Safety Council, "There has been a virtual absenc e of research-
based standards and guidelines against which safety propaganda could be 
measured." To help fill this vacuum, the Council undertook a series 
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of communication research projects, incorporating motivation techniques. 
Two such experimental projects were completedin mid-1961 as part 
of this research program. The first study investigated the ef fects of 
an hour-long documentary based on accidents over a long holiday week-
end. Interviews were conducted with identical respondents before and 
after the program. The respondents were divided into two groups. Those 
who witnessed the program became the experimental group, and the remain-
ing respondents the control. 
Did the study help give some ideas for designing e ffective propa-
ganda? Mr. Naisbitt says, "Yes." The study brought out: the safety 
propaganda must realistically state the problem in terms of deaths and 
injuri es; explicit messages are more effective than generalized safety 
slogans . 
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The second study was concerned with the effectiveness of certain 
seat belt appeals. The results of the study suggested why people resist 
seat belts. The study indicates that: 
1) People resist seat belts because of fear and guilt. 
2) People know the value of seat belts and, paradoxically, 
that is the main reason they don't buy them. 
The study results also identified the weakest of the seat belt ap-
peals were those utilizing well-known personalities. These research 
findings have provided guidelines for propaganda efforts of the Council. 
A current research program sponsored by the National Safety Council 
involves the following: 
1) Critically surveying and analyzing public opinion research 
literature. 
2) Relating this literature to the effective communication 
of safety messages. 
3) Drafting a basic paper on guidelines and standards for 
a safety communications (to be publshed in a book). 
The initial paper will deal with avenues of communication (news-
papers, magazines, radio, television, posters, face-to-face, etc.) and 
content approaches, including: slogans, humor, threat-appeal, repetition, 
negative vs. positive, etc. 
This paper will be evaluated by 18 specialists in the fields of 
social research, psychology, sociology, press, broadcasting media, ad-
vertising, and safety public information.* This panel will also develop 
additional material related to the paper. 
*Among those on the panel: Raymond A. Bauer, Leo Bogart, Donald 
Cahalan, Ira H. Cisin, Melvin A. Goldberg, Elihu Katz, Joseph T. Klapper, 
Harold Mendelsohn. 
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In September of 1963 a symposium of 60 traffic safety specialists 
(including the specialists above) will meet at the University of Denver. 
This symposium will be the culmination of the research program. 
This type of social science research project is unique in public 
relations. Mr. Naisbitt says, "The establishment of standards and guide-
lines for effective road safety propaganda is long overdue." Criteria 
for public relations programs in all fields is long overdue! Research 
programs similar to the one supported by the Safety Council are needed 
if effective standards for public relations decisions are to be gener-
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ated. 
The following case history materials are suggested to the 
reader. They illustrate how survey research has been used 
to guide public relations programs. 
"New Twist: Company Helps City See Itself," Chemical Week, 
November 12, 1960. (This article describes how survey re-
search was used by Wyandotte Chemical Corp. The survey 
results formed the basis for a new community relations 
program.) 
Opinion Research Corporation, Research Park, Princeton, 
New Jersey, makes available case histories which demon-
strate how survey research has been used in advertising, 
marketing, public relations, stockowner relations, etc . 
These case histories outline the problem and approach, 
the research findings, and management action. 
Smith, C. T., "Measuring the Effectiveness of Your Business 
Films," Association of National Advertisers, 155 East 44th, 
New York 17, New York. (This report gives a complete de-
scription of AT & T's comprehensive film testing program.) 
6John Naisbitt, Director of Information, National Safety Council, 
supplied the materials for this case history . 
CHAPTER III 
A GLANCE AT THE ATTITUDE RESEARCH ORGANIZATIONS 
It has been stated that public relations research can give an 
orderly and systematic approach to management decisions. It can pro-
vide facts and uncover the unknown. It can disclose relationships 
among hitherto thought to be unrelated factors. Research can serve 
public relations in an infinite number of ways. 
A few of the ways public relations practitioners can conduct 
research and gather the facts themselves follow: 
1) Pre-test publications on an informal basis. Several 
informal interviews (10 to 15) may be conducted in 
such a pre-test. 
2) Analyze incoming correspondence to give an indication 
of trouble spots. 
3) Content analysis of press clippings is an excellent 
public relations tool. 
4) Talks with employees - especially sales personnel and 
others who travel throughout the organization's terri-
tory. Reports from these personnel can organize the 
incoming information. 
5) Informal interviews with small groups of opinion leaders 
in the community at periodic intervals. 
6) Library research . 
7) Observe and listen. 
Survey research, which is the most formal and precise method of 
gathering information open to public relations personnel, has been pur-
posely neglected in the discussion of research methods open to the 
individual practitioner or his immediate staff. Quantitative opinion 
surveys and qualitative pilot surveys (which incorporate intensive in-
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terviewing techniques e.g. depth interviewing) cannot generally be con-
ducted by the inside personnel of a small public relations department 
without the assistance of outside personnel. 
Outside assistance is usually needed because: 
1) Small or medium sized public relations department 
usually lack the time, facilities and personnel 
needed to conduct full scale research studies. 
2) Full time research staffs are expensive to maintain. 
3) Inside personnel has limited experience in survey re-
search. 
There are not enough public relations problems within a majority 
of companies to demand a full time research staff. Even when survey 
research is used to its maximum effectiveness and applied to all public 
relations situations, the relative expense of inside research personnel 
cannot be justified . This does not imply public relations personnel 
should not be trained in survey research or at least well acquainted 
with its use. The need of such personnel is apparent if one accepts 
the value of survey research in public relations. But to have an ex-
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elusive staff is out of the question with all but the largest corporations. 
Even the corporate giants, which have large research departments - sometimes 
centrally organized to be of service to advertising, marketing and public 
relations - rely on outside personnel. 
A glance at the commercial attitude research firms, the advantages 
they offer public relations personnel, the scope of their services and 
their stated fields of activity is a means of examining research in pub-
lie relations. 
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The following analysis of survey research organizations is based on 
information gathered from the following sources: Bradford's Directory, 
1962 American Marketing Association New York ChapterDirectory of Market 
Research Houses, company brochures, library materials, and conversations 
with personnel in the attitude research profession. 
Company brochures were obtained through written requests to 70 of 
the largest and best known research firms. Some 52 firms responded to 
the request for information on their activities with brochures and as-
sorted literature. 
An information profile was compiled from the combined sources on 
each of the following 52 firms and institutions. Those organizations 
with asterisks state research activity in public relations, corporate 
image, employee, investor or community relations research. 
Alderson Associates, Inc . 
American Research Bureau 
ARB Surveys, Inc.* 
Audits and Surveys Company, Inc.* 
Benson and Benson, Inc.* 
R. H. Bruskin Associates* 
Bureau of Applied Social Research 
Bureau of Social Science Research 
Central Surveys* 
Louis Cheskin Associates 
Commercial Analysts Co., Inc. 
Consolidated Field Services 
Crossley, S-D Surveys, Inc.* 
Facts Consolidated* 
Field Research Company* 
Forbes Research Inc.* 
Gallup &Robinson 
George Gallup's Firms 
Gallup Organization, Inc.* 
American Institute for Public Opinion 
Institute for Motivational Research 
Institute for Social Research 
International Research Associates* 
Arthur D. Little, Inc . 
Louis Harris & Associates, Inc . 
Market Facts, Inc. 
Market Research Corporation of America* 
Marsteller Research 
Medimetric Institute* 
National Analysts, Inc.* 
National Family Opinion* 
National Opinion Research Center 
A. C. Nielsen Company 
Nowland and Company* 
Opinion Research Corporation* 
Politz Research, Inc. 
The Psychological Corp.* 
The Pulse, Inc. 
Research Institute of America 
Elmo Roper and Associates* 
Russell Marketing Research 
Science Research Associates* 
Schwerin Research Corp. 
Selling Research, Inc. 
W. R. Simmons & Associates* 
Social Research, Inc.* 
Stanford Research Institute 
Daniel Starch and Staff 
Stewart, Dougall and Associates* 
Trendex, Inc. 
Universal Marketing Research 
A. J. Wood & Company* 
Daniel Yankelovich, Inc. 
York Research Corporation 
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The above list of research organizations is an unrepresentative sam-
ple of the total of such firms, but it is useful since the firms listed 
are the leading organizations in the field of human behavioral research. 
They do everything from store audits, media ratings, market surveys, and 
motivational studies to political polls, public relations studies and ad-
vertising effectiveness surveys. 
But, as pointed out in the preceding paragraph, the list is by no 
means the universe of firms . There are more than 350 listings of market 
research firms (this is an all inclusive category for firms doing atti-
tude research) in the yellow pages of New York City's Manhattan telephone 
directory alone. A check of a 1953 telephone directory reveals that the 
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number of firms has skyrocketed more than 300% in a decade. Many of 
these new firms are one and two man operations. The average size of 
firms observed employ between 25 and SO employees - professional and 
operating personnel. The smaller firms do not maintain complete facili-
ties for tabulating and coding. These services are contracted for . 
The physical growth of research houses only partly reflects the 
changes in the attitude research field in the past ten years. There 
have been definite improvements in the methodology and according to 
Dr. Gallup experience has been the key to this progress . As evidence 
of this improvement in methodology, one only has to look back to the 
1960 election. Gallup picked Kennedy to win by a margin that was less 
than 1% in error. In the 1954 and 1958 Congressional elections, Gallup 
erred by less than 1%. Similar methods of polling the public are being 
applied by many research organizations to business problems involving 
public relations, advertising and marketing decisions. 1 
Advantages Offered by Outside Research Firms 
The dollar and cents advantage of contracting outside survey re-
search has been pointed out, but there are additional advantages outside 
firms offer : 
1) Specialization 
Many firms offer personnel speciall y trained in sample de-
sign, questionnaire construction, interviewing, depth 
interviewing, coding, tabulation and survey analysis. 
2) Fast feedback of information 
Outside firms can offer the public relations practitioner 
a speedy check on public opinion . Most firms maintain com-
plete facilities for all phases of a study which include an 
interviewing staff ready to collect information at a moments 
notice. 
1George Cable Wright, New York Times, April 21, 1963, P . 12F . 
Dr. George Gallup states, "We have already reached the 
stage where we can poll the entire country on almost 
any given subject and with amazing accuracy in a period 
of 24 hours."Z 
3) Research experience 
Research experience can reflect knowledge gained from 
hundreds and hundreds of all types of attitude studies. 
Such a core of knowledge is important in interpreting 
new studies and seeking trends and patterns in human 
behavior. Research findings analyzed in light of past 
experience can provide more meaningful answers to pub-
lic relations problems. 
4) Unbiased and independent interpretation of findings 
Outside firms are not generally influenced by internal 
pressures to make one company department or division 
look better than another. It is sometimes difficult 
for a public relations agency or department to con-
scientiously evaluate one of its own programs. 
Research firms do not always escape the pressures to 
"please the boss" since they are sometimes guilty of 
making a company look a trifle better than the findings 
indicate. 
5) Different perspective on the problem 
An outside viewpoint can provide new insights and ap-
proaches to a problem. Research counsel can offer 
suggestions on how the findings might be implemented to 
maximize their effectiveness for the public relations 
practitioner. 
An outside counsel can also be a good sounding board for 
ideas. When a counsel is employed, it calls for articu-
lation of the problem by the client. This rigorous self-
examination can often reveal the client's needs. 
These are important reasons for employing outside counsel 
in any area e.g. public relations, marketing, attitude 
research, management consulting, and advertising. 
2Wright, IZF. 
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Research Services 
Attitude research firm's services range from those who offer in-
terviewing, tabulating and other individual services to those who conduct 
the complete research study which includes analysis, reporting and print-
ing of the survey results. Research companies which perfer to do the 
complete study sometimes have subsidiaries who cater to the individual 
research needs of a client. Universal Marketing Research, an affiliate 
of Alfred Politz Research (one of the larger attitude research firms) 
provides survey research services such as interviewing to clients. 
Market Dynamics, a subsidiary of Opinion Research Conporation, was or-
ganized to provide individual research services (tabulating, coding and 
interviewing) not offered by the parent company, which concentrates on 
full scale research studies. One New York attitude research firm, 
Daniel Yankelovich, has a subsidiary which specialized in depth inter-
viewing and psychological testing. 
A majority of the firms that information was compiled on use 
national probability samples for personal interviews, although quota 
and other sampling techniques are used for pilot surveys and develop-
mental studies. Probability sampling techniques provide the most 
accurate method for collecting survey data. Some firms also offer 
probability samples for telephone interviewing . 
Large interviewing staffs (500 to 1000), located in the sampling 
units across the country, are employed by many of the larger attitude 
research firms. A trained interviewing sta ff permits firms to gather 
precise scientific information on a variety of problems in a fast or-
derly manner. 
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Many of the firms examined offer high speed data processing equip-
ment to tabulate survey results. This makes it possible to quickly tabulate 
the results on many different characteristics. 
Cooperative research 
Several research firms offer opportunities for cooperative research. 
Joint research projects make it possible for a company to undertake cer-
tain projects at less cost that would be the case if the research were 
conducted on an individual basis. Universal Marketing Research and Gallup's 
National Opinion Trends have omnibus studies which allow clients to ask 
one or more questions as part of the study. The Psychological Corporation 
offers quarterly omnibus studies which enable clients to buy research at 
reduced rates. Biennial cooperative research studies in the corporate 
and investment image fields are offered by Opinion Research Croporation. 
The Institute for Motivational Research headed by Dr . Ernest Dichter, 
provides companies with a "Listening Post" service to check trends in 
consumer behavior. The cost for this service may be shared by up to 
five clients . 
Clearing house for research studies 
A clearing house for survey research conducted by independent and 
university research organizations is the Roper Public Opinion Research 
Center, located at Williams College. Research organizations contribute 
reports and other r esearch materials relating to various studies to the 
Center. These data are made available to scholars and other qualified 
applicants engaged in academic research. 
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Fields of Research Activity 
Research applicable to general public relations and management problems 
Basic or pure research not specifically related to an individual 
client is offered by several firms. This research examines problems and 
issues management faces daily. Opinion Research Corporation's Public 
Opinion Index for Industry is an example of this basic research. Monthly 
Index reports deal with a variety of problems: 
A New Marketing Approach to Communications 
This is a study examining the kinds of information em-
ployees want and the approach open to management to more 
effective employee communications. 
Word Barriers in Stockholders Communications 
An evaluation of how much stockholders understand of 
the language management uses in communicating with them 
is the subject of this report. 
The Press and Business 
What business and financial editors say about their re -
lationship with the business community is surveyed in 
this Index study. 
The Decline of Labor Union Power 
A study of the forces slowing the momentum of the labor 
movement . 
Survey Research Center, University of Michigan , conducts an-
nual surveys of consumer spending, and economic behavior. These 
basic economic attitude studies are always awaited with interest by 
the entire business community . Other university research centers 
which conduct basic and applied survey research in the social sci-
ences include: Bureau of Social Science Researc~ \ (originally affil-
iaged with American University), Bureau of Applied Social Research 
(Columbia University), National Opinion Resea rch Center (Univer -
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sity of Chicago), and Stanford Research Institute. Many of the research 
reports conducted by these institutions are available upon request. 
The Research Institute of America, which qases its reports on li-
brary research and a limited number of interviews, rather than survey 
research, provides clients with several annual subscription services 
which focus on management problems. RIA's programs are in the following 
areas: business conditions, increasing employee effectiveness, regional 
pay trends, market opportunities and capital spending plans . 
Research related to public relations activities 
The information profiles on the 52 research organizations reveal 
that less than half of these firms (24 of 52) list research relating to 
public relations activities (corporate image, community, employee, in-
vestor or public relations) as one of their fields of activity . 
The predominate type of public relations research 
named is corporate image research. Eighteen of the 
52 firms testify they will conduct research in this 
area. 
There are 10 firms which name public relations re-
search per se as one of their fields of activity. 
Seven of these 10 firms also name corporate image 
research. 
Eight organizations cite some form of investor re-
lations research. Only one of these firms does not 
list corporate image research. 
Seven of the 52 research companies list community r e-
lations research as an area where they conduct research. 
All seven of these firms claim to do corporate image 
research. 
Industrial or employee relations res earch is a research 
activity of nine firms. Three of thes e firms do not 
conduct corporate image research . 
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It must be pointed out that a large majority of the 52 firms would 
and could probably conduct some type of public relations research if 
they saw the opportunity to sell research in this area. But their listed 
fields of activity certainly implies this is not, as yet, a big market 
for research. 
A growing market for public relations research is in the field of 
employee relations, This is just one of the areas which illustrates how 
attitude research can be used by more than one function - public relations, 
personnel and industrial relations. Employees are the subject of intensive 
communication programs. These programs are generally directed wholly or 
in cooperation with the public relations department. Employees, a rela-
tively captive audience, are looked on by many as the most effective 
means of reaching the external public. It is therefore necessary to 
assess their levels of information. If this internal public is not re-
ceiving the message, how can it be expected that stockowners, the community 
and other external publics are being reached? 
A knowledge of employee attitudes is also required by the personnel 
and industrial relations departments. Employee relations studies are uti-
lized by these departments to provide insights on employee behavior and 
guide personnel policies and decisions. 
Research not directly related to public relations activities 
Brochures and other materials on the 52 firms indicate a large ma-
jority (41 of 52) do research in marketing. Data from many marketing 
studies have relevance for public relations departments, as many public 
relations studies are applicable to marketing decisions , It is difficult 
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to divorce one department of a company from another since they all should 
be working together toward a common goal. 
Another large group of firms 01 of 52) claim to do media research. 
A large percent of the media research is oriented to the needs of the ad-
vertising community. A sampling of the types of media research activity 
listed follows: 
1) Commercial testing. 
2) Newspaper and magazine readership. 
3) Measurement of number and kinds of households that 
subscribe to magazines. 
4) Measurement of TV and radio audiences. 
5) Effectiveness of TV vs. printed advertisements. 
6) Editorial readership studies . 
The latter is directed toward public relations needs as are other 
media studies which help define the publics and their reading habits. 
Bureau of Applied Social Research does communications research focusing 
on public relations problems e.g. reader reaction to alumni magazine. 
But many studies relating to the impact of public relations publications 
(annual reports, employee magazines) are listed under employee relations 
or investor relations research rather than media research . Generally 
advertising decisions, not public relations, delegate the type of media 
research conducted . 
Best known of the firms in this area are: Starch (newspaper and 
magaz ine readership studies), Gallup and Robinson (advertising effec-
tiveness studies) and Nielsen (TV and radio rating service) . Other firms 
have imitated these leaders in media research which seek answers to ques-
tions asked by the advertisers. 
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Marketing and advertising studies dominate the activity of most com-
mercial research firms today. The extent of this domination is exemplified 
in the following breakdown of studies conducted by Elmo Roper and Associates, 
a medium sized New York research company well knows for its political sur-
veys. 
Proportion of studies in various categories 
conducted by Roper: 
Brand image, consumer use and demand (Marketing) 29% 
PR, employee relations, and corpora t e image 15% 
Product and package design (Marketing) 13% 
Political studies 13% 
Other public affairs 12% 
Advertising effectiveness 8% 
Media, readership, listenership 7% 
Legal, testimony 1% 
Other 2% 
Combined marketing studies 42% 
Advertising & media studies 15% 
Public relations studies 15% 
Several research analysts tell me the above breaksown (with the ex-
ception of political studies) is the rule rather than the exception with 
a large majority of research firms. Marketing and advertising research 
is the "bread and butter" of most research houses . 
An exception to th e pattern of marketing studies being the lifeblood 
of a research house is Opinion Research Corporation . This company, which 
is one of the largest commerci al survey organizations, conducts a signifi-
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cant number of individual studies in the area of public relations, investor 
relations and employee relations. Over the years ORC has conducted more 
public relations studies than any other single type of research, and a 
major type of this research in the last few years has been the corporate 
image study. 
Corporate image research - a specific type of public relations research 
It is interesting to note that corporate image research is the pub-
lie relations area most frequently listed by the firms who state research 
activity in public relations. The term, corporate image, is often the 
subject of adverse criticism in the field of public relations . Many of 
the practitioners this writer has talked with will try to avoid the phrase 
like the plague, but have difficulty escaping its use in conversation de-
scribing their activities. It is simply difficult to find an adequate 
substitute which conveys the same meaning. 
The corporate image, as defined by Opinion Research Corporation, 
is the sum total of the public's positive and negative impressions of a 
company. ORC's image measurement syst em, which is the outgrowth of ex-
ploratory research involving depth interviews and field trials carried 
on over a three year period, is a company profile.3 
Respondents select statemen~, out of a list of 50 descriptive 
phrases, which fit their impression of a company . The statements (sev-
eral examples are included below) fall into the following subject areas: 
3
"The first corporate image profiles were published by Opinion Re-
search Corporation in its 1958 Public Opinion Index for Industry . " This 
reference to ORC's image research was made by David Finn, president of 
Ruder and Finn, in his article, "Stop Worrying about Your Image," Harper's 
Magazine, June 1962, P. 76. 
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Product reputation 
You can depend on their products 
Customer treatment 
Treats customers fairl y on complaints 
Corporate leadership 
Outstanding on making new and improved products 
Defense contributor 
Leader in missile and outer space technology 
Employee role 
Has excellent benefits for employees 
Concern for the individual 
Tries to do its share to support education 
Product complaints 
Their prices are too high 
Lack of concern 
Has too much labor trouble 
Bigness criticisms 
Tries to make too big a profit 
A component average appears for each of the subject area and com-
parisons can be made with competitors and similar size companies . The 
sum total of the public's (general or any of many specific publics -
stockowners, union members, employees, etc.) impressions of a company 
in the above areas is the over-all corporation image . 
The following illustration demonstrates how differently the gener a l 
public vi ew two similar compani es. Both companies are in the same indus -
try, employ over 60,000 employee s and are among the 50 largest industrial 
corporations in the United States, but here the similarities end . The 
public has a dramatically differ ent impression or "image" of the s e com-
panies in many strategic areas. 4 
4nata for this s ection is used with the permission of Opinion Re -
s earch Corporation, Princeton, New J ersey . 
Product reputation 
Their products are of the 
highest quality 
Their products are among 
the best in appearance 
Corporate leadership 
One of the most progressive 
companies 
One of the most research-
minded companies 
Outstanding for scientific 
achievement 
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Company A Company B 
42%* 18% 
25% 4% 
37% 10% 
42% 12% 
26% 5% 
David Finn correctly states a corporate image cannot make a business, 
nor can a good image save a company. But Mr. Finn acknowledges favorable 
images are important.5 A favorable image can be a necessary ingredient in 
a corporation's success. Success when the customer chooses a product, 
when investors buy stock, when voters listen to issues and when a company 
recruits college graduates . 
Identification of the image through research can result in a more 
effective communications effort. Corporate image research has given Com-
pany B, in the before mentioned example, a more accurate picture of itself. 
The company can use the research to guide its public relations and adver-
tising programs in areas where its image is weak. 
Opinion Research Corporation is just one of many organizations which 
conduct research aimed at revealing the total reputation of a company. 
The Psychological Corporation was among th e first organizations to survey 
*Percentages represent percent of total public selecting image item , 
SF. ~nn, pp. 76-79 . 
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the public in this area. Its annual survey of public knowledge and atti-
tudes concerning leading companies, formerly the Link Audit, was established 
in 1937. Respondents are questioned on sources of information on a com-
pany, favorability, awareness, image items, investment purchasing action 
and employment dispositions. 
Question area on these Audits of Company Reputation include: 
What are your sources of information? 
How do you rank an industry among other industries 
on a number of criteria? 
How do you rank the company against major competitors? 
How often are public relations agencies and departments seeking in-
formation to questions such as those in the paragraph above. Is there 
widespread use of the research services of commercial and institutional 
research firms by public relations personnel? What research tools are 
public relations personnel relying on to plan, evaluate and guide them 
in their work? How important do public relations executives regard the 
research methods at the right hand side of the continuum of knowledge? 
What is the research profile of the public relations manager? The sur-
vey results in the next chapter will provide some answers to these and 
other questions relating to the role of research in public relations . 
CHAPTER IV 
PUBLIC RELATIONS RESEARCH - A SURVEY 
About the Survey 
The purpose of the survey is to examine the research techniques, 
methods and sources public relations practitioners are relying on to 
plan, guide and evaluate their public relations programs. 
The following survey report is based on the opinions of public 
relations executives expressed during personal interviews and in mail 
questionnaires. A complete description of the sample who received mail 
questionnaires and the universe of firms from which the sample was se-
lected appears in the Technical Appendix. 
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The findings are interpreted largely on the basis of the 15 per-
sonal interviews and the writer's own survey research experience. The 
personal interviews functioned to test the relevance of question areas 
and specific questions. These interviews were approximately one hour in 
length and permitted this researcher to examine the research efforts of 
the interviewer's company in detail. 
At intervals during the personal interviewing period changes were 
made in the questionnaire. The final personal questionnaire was used to 
guide the design of a mail questionnaire. 
This mail questionnaire also underwent numerous changes, and before 
it was mailed out, it was distributed among eight public relations practi-
tioners for a test. This small pre-test helped check the clarity of 
questions and instructions under conditions similar to those existing 
among mail respondents. Necessary alterations were then incorporated into 
the questionnaire so a valid instrument for measuring attitudes would be 
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provided. The questionnaire and cover letter used in the mail survey are 
included at the end of this study. 
The membership of the Public Relations Society of America was re-
lied on exclusively for the mail survey and personal interviews because: 
1) The Public Relations Society is the sole professional 
publ i c relations society. 
2) The PRSA Register is the only published universe of pub-
lic relations practitioners. PRSA members represent all 
types and sizes of organizations in all sections of the 
country. The approximately 4500 members are PR executives 
with agencies and counseling firms, industrial corpora-
tions, banks, insurance companies, public utilities, 
merchandising firms, transportation companies, trade 
associations, universities, non-profit organizations 
and government agencies. (Only the first seven cate-
gories are included in this study's universe of firms.) 
The Register thus provided a diversified universe with 
definable limits. 
3) PRSA members have 
for a minimum of 
making capacity. 
engaged in public relations activities 
5 years in a supervisory and decision 
This is a requirement for membership. 
Their attitudes represent an experienced point of view. 
4) PRSA members represent leadership. 
They represent organizations who are leaders in their 
field. The Technical Appendi x describes to what extent 
PRSA members represent the largest corporations and 
counseling firms. It is these organizations that com-
mand the largest public relations budgets and engage in 
the most active public relations programs. 
The sample was drawn from the PRSA membership for still another rea-
son. PRSA members aspire to be the leaders in public relations, therefore 
the state of research today and in the future can be partially charted by 
how these leaders respond. If PRSA members are the opinion leaders in the 
field, then predictions regarding public relations in the decades ahead 
can be based on the following survey. 
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Background Data on Sample Returning Questionnaires 
Questionnaires were returned by 41% (Base = 389) of the sample who 
received mail questionnaires. The 158 completed questionnaires represents 
8.4% of the universe of total firms (1865). The sample of 389 firms (21% 
of universe) was selected from this universe of 1865 different organiza-
tions. (Refer to the Technical Appendix for a description of sampling 
techniques.) 
The breakdown of the sample who was sent questionnaires and the sam-
ple who responded to the questionnaire appears in the table below. 
TABLE 1 
TOTAL FIRMS BY BUSINESS CLASSIFICATION 
Sent Responded to 
Questionnaire Questionnaire 
(N=389) (N=l58)* 
41% 37% Agency & Counseling Firms 
4 3 Banking & Finance 
4 4 Insurance 
1 2 Merchandising 
20 28 Industrial Corporations (A) 
3 3 Transportation 
17 17 Industrial Corporations (B) 
and Miscellaneous Firms 
The industrial corporations are subdivided into companies among the 
250 largest industrial corporations (A)** and all other industrial corpora-
*N=l58 is the total number of practitioners on which the percentages 
are based. The percentage base will remain at 158 unless indicated other-
wise, e.g., N=l05 would mean there are 105 respondents answering the question. 
**FORTUNE DIRECTORY OF THE 500 LARGEST U.S. INDUSTRIAL CORPORATIONS was 
referred to in this division. 
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tions (B) and miscellaneous firms e.g. hotels, motion picture companies, 
food service companies, etc. 
Firms responding to the questionnaire compare favorably and are rep-
resentative of the entire sample of firms by business classification. Only 
in the industrial corporation classification (A) is there any significant 
difference between the sample sent questionnaire (20%) and the sample re-
sponding (28%) to the questionnaire. Total practitioners' responses are 
therefore weighed slightly in favor of the largest industrial corporations 
because of the higher response rate. 
Profile of the Practitioners 
A profile of the practitioners who responded to this survey is re-
vealed by examining: 
1) their public relations experience or years employed in 
public relations - Figure 1; 
2) their educational background - Figure 2; 
3) their major fields of college study Figure 3. 
Survey results presented later in this and in other chapters reflect 
the opinions of executives who have been in public relations for a consid-
erable length of time. Almost all the practitioners have been employed in 
public relations for more than five years and a large majority of the pub-
lie relations executives have been engaged in public relations activities 
for more than 10 years. 
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FIGURE 1 
PUBLIC RELATIONS EXPERIENCE OF PRACTITIONERS 
Total Practitioners 
0 to 4 years 
-
2% 
5 to 9 years 17% 
10 to 19 years 49% 
20 years or more 30%* 
Virtually all the public relations executives have attended college. 
In fact none of the practitioners indicated they settled with a high school 
diploma. More than eight practitioners in ten are college graduates! Even 
more impressive in this educational profile, one third of the practitioners 
have done graduate work or have a graduate degree. 
FIGURE 2 
EDUCATIONAL BACKGROUND OF PRACTITIONERS 
Total Practitioners 
College incomplete 13% 
College graduate 50% 
Graduate study 33% 
Public relations practitioners who attended college come from a wide 
variety of educational backgrounds, but journalism is not the predominant 
educational background of the public relations practitioners as is often 
believed. It is also said that a journalism background is a prerequisite 
for success and advancement in public relations, but this does not seem to 
be the case with a majority of thes e successful PR executives. In fact 
*When percentages do not add to 100% it is because there is a small 
percentage of no answers. 
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the liberal arts major is noted most often among the practitioners. Almost 
four PR executives in ten majored in English, government, history, language, 
or philosophy. The business major is also an important college major. 
FIGURE 3 
COLLEGE MAJOR OF PRACTITIONERS 
Total Practitioners Who Attended College 
Liberal Arts, e.g., English, 
Govt., History, Language, 
Philosophy, B.A.'s .............. _. .. ._ .. .
Journalism 
Business 
Miscellaneous, e.g., Engin-
eering, Education 
Law 
Public Relations 
No Answer 
26% 
12% 
8% 
- 4% 
- 3% 
9% 
39% 
PRSA members were selected as respondents because this writer wanted 
a biased group. The background data support this bias. The practitioner 
responding to this survey is not representative of the average public re-
lations practitioner. He is likely above average in experience and educa-
tional background. The profile of the public relations practitioner reflects 
this above average experience (three out of four executives have been in 
the field ten years or more) and education (83% of the practitioners are 
college graduates) of an opinion leader in public relations. 
Although the practitioners are likely unrepresentative of the"average" 
practitioner in education and experience, they do represent a wide variety 
of sizes of public relations departments and agencies. 
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The public relations agencies or counseling firms (Table 2) illus-
trate the many different size organizations included in this study. One 
third of the agencies employ one to four employee s and a majority of the 
counseling firms have fewer than nine persons on their public relations 
staffs. As the employee ·size categories grow larger, the number of 
agencies diminish in direct proportion. 
TABLE 2 
AGENCIES OR COUNSELING FIRMS BY SIZE 
Number of Employees 
1 to 4 employees 
5 to 9 employees 
10 to 14 employees 
15 to 24 employees* 
25 to 49 employees 
50 to 99 employees 
100 employees or more 
Public Relations Firms (N-58) 
33% 
29 
20 
17 
A majority of the banks, insurance companies, merchandising firms, 
public utilities and transportation companies have public relations de-
partments with more than ten employees (Table 3).** These five firms 
are grouped into a single nonindustrial cat egory throughout the thesis 
because of insufficient returns in each individual category . 
*Employee size classifications are grouped wherever there are in-
sufficient returns in individual classifications. These groupings will 
be made throughout the study. 
**The size of the public relations departments and agencies in-
cludes all the employees in the department or agency as approximated by 
the practitioner. 
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TABLE 3 
NONINDUSTRIAL CORPORATIONS BY SIZE 
Number 
1 to 4 
of Employees 
employees 
Public Relations Department (N=27) 
33% 
5 to 9 employees 
10 to 14 employees 
15 to 24 employees 
25 to 49 employees 
50 to 99 employees 
100 or more employees 
44 
19 
Six public relations executives in ten with the largest industrial 
corporations (A) say their PR departments have more than 10 employees. A 
substantial majority of the smaller industrial corporations employ less 
than ten employees (Table 4). Some 90% of the industrial corporations (B) 
have less than 15 employees in their public relations departments. Only 
45% or one half as many of the nation's 250 largest corporations employ 
less than 15 employees. The larger firms have the financial resources to 
support the bigger public relations departments. 
TABLE 4 
INDUSTRIAL CORPORATIONS (A & B) BY SIZE 
Number of Employees 
1 to 4 employees 
5 to 9 employees 
10 to 14 employees 
15 to 24 employees 
25 to 49 employees 
50 to 99 employees 
100 or more employees 
Number of Employees 
1 to 4 employees 
5 to 9 employees 
10 to 14 employees 
15 to 24 employees 
25 to 49 employees 
50 to 99 employees 
100 or more employees 
Industrial Corporations 
35% 
11 
32 
20 
Industrial Corporations 
71 % 
19 
6 
{A2-{N=45) 
{B2- {N=27) 
CHAPTER V 
LIBRARY AIDS AND IDEA SOURCES 
There are many sources, methods and techniques public relations 
practitioners rely on to plan and evaluate their public relations pro-
grams. Many of these sources or methods are only indirect influences 
on the planning and evaluation of a public relations program. Among 
the indirect influences are library materials which include current 
periodicals. The treasury of information found in these periodicals 
offers the practitioner a means of expanding and broadening his base 
of knowledge. Reading materials are a constant source of ideas and 
are important general aids in a practitioner's activities. 
The most important library aids or idea sources are the local 
newspapers and business magazines and newspapers (BUSINESS WEEK, 
FORBES, FORTUNE, HARVARD BUSINESS REVIEW, WALL STREET JOURNAL, etc.) 
Nine practitioners in ten testify these library sources are very im-
portant or fairly important as aids or idea sources. 
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News magazines (NEWSWEEK, TIME, U. S. NEWS AND WORLD REPORT, etc.) 
and national newspapers (NEW YORK HERALD TRIBUNE, NEW YORK TIMES , etc.) 
are highly regarded by a substantial majority of public relations execu-
tives (Table 5). 
Table 5 
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TABLE 5 
NEWSPAPERS AND BUSINESS AND NEWS MAGAZINES 
Total Practitioners 
Very Fairly Combined 
Important Important Total 
Business magazines 65% 28% 93% 
Local newspapers 71 18 89 
News magazines 51 32 83 
National newspapers 56 22 78 
The above sources are the only publications out of 13 library aids 
(a summary of the practitioners' attitudes toward the 13 library aids is 
found on Table 10 at the end of this section-) that a majority of practi-
tioners feel are very or fairly important as aids in their work. All these 
might be regarded as general aids or reading materials for any business 
leader, but they have added importance to the public relations executive. 
It is in these sources that practitioners will release information 
and look for changes in business or public opinion climate. These publi-
cations provide a means of keeping in contact with the changing local and 
national scene and permit the practitioner to observe opinions toward his 
industry or company as expressed in the publication . 
Public relations executives express mixed feelings toward PUBLIC 
RELATIONS JOURNAL, EDITOR AND PUBLISHER and PUBLIC RELATIONS NEWS. As 
many say these publications are not too important or not important at 
all, as say they are very important or fairl y important (Table 6). 
Table 6 
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TABLE 6 
EDITOR & PUBLISHER, PR JOURNAL, PR NEWS 
Total Prac titioners 
Very 
Important 
Fairly 
Important 
Not Too 
Important 
Not Impor-
tant At All 
EDITOR & PUBLISHER 
PUBLIC RELATIONS 
JOURNAL 
PUBLIC RELATIONS 
NEWS 
18% 
17 
9 
31% 
31 
35 
32% 11% 
39 9 
34 17 
Two of the three publications (PUBLIC RELATIONS JOURNAL and PUBLIC 
RELATIONS NEWS) are oriented primarily toward public relations needs. 
The PUBLIC RELATIONS JOURNAL is the monthly publication of the Public 
Relations Society, but PRSA members are not wholly enthusiastic about 
its value as an aid or idea source. EDITOR & PUBLISHER is a journalistic 
aid, although it does have articles of interes t to the public relations 
practitioner. The journalism background of many of the practitioners is 
an influence on their interest in this publication. 
Four executives in ten testify books on public relations are very 
or fairly important in their work (Table 7) . Many practitioners comment 
that there are few good books on public relations available. This feeling 
seems to account for the majority (56%) who indicate such books are of 
little or no value in their work. This attitude towards academic public 
relations aids will no doubt remain until a sufficient body of knowledge 
is accumulated . 
Table 7 
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TABLE 7 
BOOKS ON PUBLIC RELATIONS 
Total Practitioners 
Very or Fairly 
Important 
Not Too Important or 
Not Important At All 
Books on public relations 39% 56% 
ADVERTISING AGE, a publication of the marketing and advertising com-
munity, is used as an aid by only 38% of the practitioners. Some 61% be-
lieve it is not too important or not important at all in their work. 
The PUBLIC OPINION QUARTERLY has yet to gain wide scale recognition 
by public relations personnel (Table 8). Only three practitioners in eight 
feel it is useful as a public relations aid, although it is the oldest and 
most respected publication in the public opinion field. Its value as an 
idea source on opinion change and formation still must be discovered by 
many in public relations. 
TABLE 8 
PUBLIC OPINION QUARTERLY & PUBLIC RELATIONS QUARTERLY 
Total Practitioners 
Very Fairly Not Too Not Impor-
Important Important Important tant At All 
PUBLIC OPINION 6% 28% 34% 23% 
QUARTERLY 
PUBLIC RELATIONS 8 25 41 14 
QUARTERLY 
Another publication which has potential value for the practitioner 
is the PUBLIC RELATIONS QUARTERLY, although a majority do not believe it 
is presently important for idea materials (Table 8). This publication has 
articles by many academic public relations personnel and it presents a 
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theoretical approach to many public relations problems. Such theory 
in public relations might someday lead to professional status for the 
practitioner. 
The JOURNALISM QUARTERLY is unimportant as a library source in 
public relations (Table 9). This publication caters to the needs of 
the journalism profession in much the same manner the PUBLIC RELATIONS 
QUARTERLY does in public relations. 
TABLE 9 
JOURNALISM QUARTERLY & THESES BY PR STUDENTS 
Total Practitioners 
Very or Fairly 
Important 
Not Too Important or 
Not Important At All 
JOURNALISM QUARTERLY 
Theses by public relations 
students 
12% 
8 
66% 
77 
Theses by public relations students are virtually unrecognized as 
idea sources by public relations personnel (Table 9). Three out of four 
executives say these are unimportant in their work. This lack of import-
ance might be partially due to the limited visability and availability of 
student theses. The role of the university and student theses in public 
relations is discussed in greater length at the end of Chapter VIII . 
Eractitioners specify additional sources they use as aids in their 
work and regard as very important. (N=SO) 
32% of the practitioners name trade or industrial publications 
12% of the public relations executives cite the Public Rela-
tions Reporter. 
8% of the practitioners list Public Relations Aids (a re-
search service). 
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Library sources listed by more than one practitioner include : Kip-
linger's Newsletter and books on economics, history and government. 
TABLE 10 
SUMMARY OF LIBRARY SOURCES 
Business magazines & newspapers 
(BUSINESS WEEK, FORBES, FORTUNE, 
HARVARD BUSINESS REVIEW, WALL 
STREET JOURNAL, etc.) 
Local newspapers 
News magazines (NEWSWEEK, TIME, 
u.s. NEWS & WORLD REPORT, etc.) 
National newspapers (NEW YORK 
HERALD TRIBUNE, NEW YORK TIMES, 
etc.) 
EDITOR & PUBLISHER 
PUBLIC RELATIONS JOURNAL 
PUBLIC RELATIONS NEWS 
Books on public relations 
ADVERTISING AGE 
PUBLIC OPINION QUARTERLY 
PUBLIC RELATIONS QUARTERLY 
JOURNALISM QUARTERLY 
Theses by public relations stu-
dents 
Total Practitioners (N=l58) 
Very or Fairly 
Important 
93% 
89 
S3 
78 
49 
48 
44 
38 
38 
34 
33 
12 
8 
Not Too Important or 
Not Important At All 
5%* 
7 
16 
17 
43 
48 
51 
56 
51 
57 
55 
66 
77 
*Percentages do not add to 100% because of a small percentage of 
no answers. 
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CHAPTER VI 
PLANNING AND EVALUATION 
Methods used in planning and evaluation 
Chapter II begins with an explanation of various means a prac-
titioner can gather information for a public relations program. This 
information is gathered along a "continuum of knowledge." Figure 4 il-
lustrates this concept explained in the opening pages of Chapter II. At 
the left side of Figure 4 are the informal and less reliable methods of 
collecting information (matter of judgment, intuition, past experience, 
personal observation, etc.). A majority of the methods and techniques 
listed on Figure 4 fall toward the left side of the "continuum of know-
ledge." The methods are arranged from left to right according to the 
approximate degree of confidence one can place in the information ob-
tained. At the far right side of the figure fall the more formal methods 
of obtaining knowledge - library research, pilot and opinion surveys. 
There may be some disagreement regarding placement of individual methods 
on Figure 4, but there should be complete acceptance of the general 
pattern of the least reliable on the left to the most reliable on the 
right side of the figure. 
Matter of judgment, intuition and past experience are essentially 
personal methods used to plan and evaluate PR programs. Decisions based 
solely on these methods will vary from individual to individual and are 
not predictable. One person's judgment may dictate a radically different 
program than another person's. These methods represent nothing more than 
reliance on hunch and guess for PR decisions and are the lease reliable 
means on Figure 4. 
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The individuality of these methods makes it almost impo~sible to 
come up with same results .from individual to individual. Each practi-
tioner has different standards which influence his judgment. It is 
especially difficult to evaluate a program, plan a new campaign and make 
the same accurate decisions if there is complete reliance on intuition, 
past experience and other informal methods of collecting data e.g., 
personal observation and talks with employees. 
Figure 4 
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FIGURE 4 
METHODS USED IN GATHERING INFORMATION 
FOR 
PLANNING AND EVALUATION - OVER-ALL IMPORTANCE 
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Personal observation, past PR campaigns, talks with employees and in-
formal talks with persons outside organization all represent informal efforts 
to go beyond a practitioner's personal background and gather information 
from other sources. Information collected from these sources will vary from 
practitioner to practitioner. The informality of the approach and the vari-
ety of techniques used in gathering knowledge from these sources place major 
question marks on the confidence of the information obtained. These methods 
were therefore placed next along the scale on Figure 4 . 
Correspondence from publics falls next on Figure 4. It is a tangible 
and formal source of information, but must be weighed with the greatest 
caution when used to make a public relations decision. Correspondence can 
present a very slanted picture of the feelings and attitudes of the public 
involved. The degree of confidence a practitioner can place in corres-
pondence will vary with whom and how many of the public are providing in-
formation . 
A rise or decline in company s ales can sometimes be a reliable method 
of planning and evaluating a public relations program. The role of company 
sales as a source of information and a me t hod used in public relations will 
vary greatly with the objectives of the individual public relations program 
(product publicity program) and the t ype business of the company. APR 
executive with a large New York public r elations agency told this writer 
company sales were used almost exclusively t o guid e the direction of one 
client's product publicity and customer relations program , 
Company sales were an excellent source of informat ion on the PR pro-
gram because the advertising campaign was withheld for a four to eight month 
period , or until the public relations program could influence sales . 
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Many public relations practitioners would say company sales are out-
side the direct concern of public relations, but this is a question of em-
phasis and PR goals which will change with each public relations department. 
This writer certainly realizes public relations means many things to many 
individuals and the methods used to plan PR programs will vary with many 
different practitioners. 
The importance of press clippings as a public relations tool in 
planning and evaluation is also open to discussion. Press clippings do 
provide a fairly accurate picture of the exposure of the institution to 
the public, but do not indicate if the publicity was noted. If analyzed 
properly press clippings take on increased meaning, but they are only one 
tool and one method available to practitioners. Many managements are no 
longer satisfied with clippings as a single means of evaluation, since 
the limitations of press clippings are realized , 
This writer remembers when a public relations director of an airline 
described how effective one of his recent public relations programs had 
been. His measurement of effectiveness was a roll of clippings the length 
of a new jet passenger plane that was being introduced , The roll of clip-
pings was an attractive, tangible item to display to management, but the 
information supplied was far from the most reliable on the impact of the 
public relations program. 
Library research and survey research are the most reliable and formal 
means of collecting information used in planning and evaluating a public re-
lations program, The type of dependable information obtained and how it may 
be used in public relations is discussed earlier in Chapter II . Each method 
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supplies every practitioner with the same information and offers a syste-
matic means of making a public relations decision . 
Each method on Figure 4 was individually scored by the practitioner 
according to the degree of importance (very important, fairly important, 
not too important, not important at all) he regards the method in planning 
and then in evaluating his public relations programs. (The methods appeared 
on the questionnaire iri random order . ) It is recognized that techniques 
and methods used in planning and evaluating will vary with the type and 
scope of each particular program or activity, therefore the responses only 
reflect attitudes toward methods generally used to plan and evaluate a pub-
lie relations program. 
Planning 
Figure 4 illustrates the importance placed on methods at the left 
hand end in planning (solid line) a public relations program. As one ap-
proaches the right hand end of the continuum and the more formal methods 
of gathering information, there is a gradual decline in the importance 
generally assigned to these items . The difference in attitudes toward 
methods on the left and right end of the continuum is exemplified by an 
examination of the two extremes of the continuum: 
1) 85% of the practitioners say intuition, matter of judg-
ment are very important in planning. 
2) 28% of the public relations executives testify op1n1on 
surveys are very important in planning their public 
relations programs . 
This pronounced difference toward the formal methods (opinion sur-
veys) and informal methods (intuition) is commented on by a partner in a 
public relations counseling firm : "The work I do generally calls for less 
reliance on ' scientific' planning then on judgment and experience . 
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I feel rather strongly that while op~n~on research may have an im-
portant place in planning for market development, the infinite 
variables involved in the communications of general management 
make research relatively meaningless.'~ 
Past experience and personal observation are similarily considered 
over pilot surveys and library research in planning public relations pro-
grams. 
TABLE 11 
INFORMAL VS. FORMAL METHODS - PLANNING 
Total Practitioners 
Planning Very Important 
Past experience 80% 
Personal observation 70% 
Pilot surveys 28% 
Library research 15% 
The reliance on the informal methods in planning a public relations 
program is exemplified as an oil corporation public relations executive 
tells what his department relied on to plan a PR activity: "Public rela-
tions project -was conducted in connection with drilling an oil well 
on the grounds of the Oklahoma State Capitol . Three members of the 
corporate staff planned the project after one staff member had pre-
sented his initial plan for the event. Most planning here is done 
out of the experience of the personnel rather than research. This 
is indeed unfortunate . " 
The director of public relations with a large beer company describes 
other informal methods used in planning a program: "Plant dedication -
interviews with key management and supervisory personnel, visits 
with distributors , past experience, 'brain- storming' session . " 
*The verbatim comments appearing in this section were cited in re -
sponse to an open question asking practitioners what methods or techniques 
they generally relied on to plan and evaluate public relations programs, 
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Notice in these previous two comments how the practitioner went be-
yond his personal background and relied on outside sources - other employees -
for ideas. Staff discussions and other informal meetings of employees are 
an important element in planning . The vice president - PR, with a large oil 
company believes "talks with employees" are the most important method of 
planning a program :· ''We have an outstanding industrial motion picture pro-
gram for schools' a unique women's program; much-complimented insti-
tutional advertising. Ideas for these came out of staff discussions, 
not books or magazines." 
The role of past PR campaigns, another outside source of information is 
commented on by a vice president and account executive, public relations 
advertising agency: "Continuous program for branch bank openings. Use 
previous openings as guide in planning, also evaluate others as 
reported in banking journals." 
The formal methods of planning a public relations campaign (survey 
research) are not neglected although they do generally take a back seat as 
noted on Figure 4. The following comments illustrate the role of formal 
research in public relations programs : 
The supervisor of public information, large insurance company says, 
"Women's Insurance Information Bureau- Polled Agents who stressed 
factor women play in sale of insurance - surveyed women and found 
ignorance of product vital factor - discussed service with women's 
editors and found they would use material - highly successful re-
sults . " 
A partner in a public relations agency describes a financial relations 
program: "Typical financial communication - meeting with underwriters; sur-
vey of literature published by company and competition; interviews 
with officers, board of directors; interviews with trade editors; 
interviews with security analysts. M.aybe : surveys of shareholders, 
trade association, suppliers, customers and employees . " 
Evaluation 
The preceding discussion has been limited to methods used in planning 
a public relations program, although Figure 4 al so illustrates methods and 
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techniques relied on in the evaluation stage of a public relations pro-
gram . The darkened area on Figure 4 represents the difference in attitudes 
toward methods used in the planning and evaluation of a public relations 
program. Notice how methods at the left hand side again stand out as more 
important in evaluation (dotted line), as they did in planning (solid line). 
There is an increased importance placed on the more tangible methods 
of gathering knowledge in evaluation - correspondence from publics, company 
sales and press clippings. They represent items a practitioner can point 
to when measuring the impact of a public relations program. This emphasis 
placed on these methods in evaluation is examined on Table 12 . 
TABLE 12 
PLANNING VS. EVALUATION 
Company sales - Planning 
Company sales - EVALUATION 
Press clippings - Planning 
Press clippings - EVALUATION 
Correspondence - Planning 
Correspondence - EVALUATION 
Total Practitioners 
Very Important 
39 % 
_g% 
21% 
47 % 
18% 
41 % 
This increased role of the more tangible sources of information in 
evaluation is illustrated in t he following comments : 
Every type of project has a different measurement as to 
its success - some may be judged by increased sales , 
others by number of clippings , others by mail response, 
others by reactions from even a limited area , 
- Public Relations Director , Large 
New York Department Store 
General reaction of the public as obtained through oral 
or written comment. Reaction of employees and press re-
action . Usually too time consuming and expensive to 
have surveys made. 
- Supervisor of Information, 
An Electric Utility 
Although Table 12 illustrates there is a difference in attitudes 
toward some of the methods used in planning and evaluation, this is not 
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the case with survey research . In fact, the planning and evaluation lines 
almost meet on Figure 4 on the right side. 
As is true in planning, survey research is not regarded as important 
in evaluation as the less formal methods. One example of survey research 
used in evaluation is listed by the director of public relations, food 
service corporation: 'bpinion surveys, word-of-mouth follow-up, visits 
to clients and interviews with them and with actual customers of 
our vending and food service facilities, favorable stories in client 
media and community publications, increased sales all are important 
in evaluating our program." 
The degree of importance placed on methods at the extreme left (per-
sonal observation, intuition, etc . ) and extreme right (survey research) 
follows almost the same pattern in evaluation as in planning (Table 11). 
Table 13 brings out the difference in attitudes toward an informal and 
formal method of gathering information , 
Six practitioners in ten say personal observation is very important 
in evaluation while only 25% believe pilot surveys are very important . 
TABLE 13 
PERSONAL OBSERVATION VS. PILOT SURVEYS - EVALUATION 
Total Practitioners 
Evaluation Very Important 
Personal observation 61 % 
Pilot surveys 25% 
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Several practitioners relate the role of informal methods (matter of 
judgment, personal observation, etc . ) in the evaluation of their programs: 
Mostly value judgments based on non-formalized data. Would like 
greater precision, but costs of obtaining meaningful formal data 
are prohibitive. In such tangible areas as product publicity, 
linage and sales are good indicators. 
- Director of Public Relations, 
Food Processing Corporation 
Matter of judgment, personal observation and past experience -
because of limited budget. 
- Director of Public Relations, 
Bank 
Library research is the only method totally disregarded in the evalua-
tion of a public relations program (Figure 5). Very few practitioners (9%) 
say it is important in evaluation of their programs . This method is gen-
erally relegated to the planning of a public relations program . 
The opposite is true with press clippings (Figure 5) . A slight major-
ity (62%) feel clippings are very or fairly important in planning a PR pro-
gram, but almost all the practitioners (89%) believe press clippings are 
important in evaluation. 
FIGURE 5 
LIBRARY RESEARCH & PRESS CLIPPINGS 
Very or fairly important Total Practitioners 
Library research - Planning 50% 
Library research - Evaluation .._ 9% 
Press clippings - Planning 62% 
Press clippings - Evaluation 89 % 
Greater respect for the more formal methods seems related to a practi-
tioner's experience in public relations . The practitioners with the greater 
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experience (20 years or more in public relations work) have a higher opinion 
of methods at the right end of the continuum (opinion surveys, pilot surveys, 
and library research) than do other practitioners. In all instances these 
methods are generally regarded as more important by the more experienced 
executives than by the younger , less experienced practitioners. 
If each method (opinion surveys, pilot surveys and library research) 
on Table 3 was individually charted according to public relations experience, 
there would be a steady increase in the percentage of practitioners assign-
ing importance to each method with each year of experience . 
Even library research is recognized by some of the most experienced 
practitioners as a means of evaluating a program, although this method is 
totally neglected by practitioners in public relations five to nine years. 
Tabl e 14 
Planning 
Opinion Surveys 
Very or Fairly 
Important 
Pilot Surveys 
Very or Fairly 
Important 
Library Research 
Very or Fairly 
Important 
Evaluation 
Opinion Surveys 
Very or Fairly 
Important 
Pilot Surveys 
Very or Fairly 
Important 
Library Research 
Very or Fairly 
Important 
TABLE 14 
EXPERIENCE AND RESEARCH 
Years Employed in Public Relations 
5-9 years 
(N=27) 
67% 
63 
45 
59% 
52 
10-19 years 
(N=77) 
66% 
61 
47 
66% 
59 
5 
20 years 
or more 
(N=47) 
70 
55 
66 
19 
The preceding data support the fact that today's public relations 
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executive is generally depending more on the less formal and less reliable 
methods of gathering knowledge for planning and evaluation of public rela-
tions programs than on the formal and more reliable methods of collecting 
information. 
Creativity and research data 
This is a result of the creative rather than research orientation of 
a majority of public relations executives. Research data, which is the most 
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formal and reliable source of information, is totally subordinate to per-
sonal creativity and intuition in a public relations practitioner's job . 
Six practitioners in ten say they rely almost totally or more on 
personal creativity and intuition than on re s earch data (Table 15). Some 
35% of the PR executives believe personal creativity and intuition and 
research data are equally important in handling their PR jobs. Virtually 
~ of the practitioners feel research data are more important than per-
sonal creativity and intuition in handling of public relations activities. 
TABLE 15 
CREATIVITY AND RESEARCH DATA 
Total Practitioners 
Almost totally on personal 
creativity and intuition 
More on personal creativity 
and intuition than on re-
search data 
About as much on personal 
creativity and intuition 
as research data 
More on research data than on 
personal creativity and in-
tuition 
Almost totally on research 
data 
16% 
44 
35 
2 
The dominant role of creativity and intuition in the practitioner's 
job correlates with importance of intuition and pas t experience in the 
planning and evaluation of public relations programs (Figure 4) . 
The role of creativity seems to grow in importance with the execu-
tives' experience in public relations (Tabl e 16) . The most experienced 
practitioners (20 years or more) are more dependent on intuition in the 
handling of their jobs than the least experienced practitioners (5 to 9 
years). The accumulated knowledge of years in public relations is cer-
tainly a factor in the role of intuition among the most experienced. 
TABLE 16 
PUBLIC RELATIONS EXPERIENCE 
and 
CREATIVITY 
Years Employed in Public Relations 
Totally or more on 
personal creativity 
and intuition than 
research data 
About as much on 
personal creativity 
and intuition as 
research data 
5-9 years 
(N=27) 
48% 
44* 
10-19 years 
(N=77) 
59% 
38 
20 years 
or more 
(N=47) 
68% 
28 
The college major makes little difference on the practitioner's 
attitudes toward intuition and personal creativity, although business 
majors seem to rely less on intuition and more on research data than 
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other majors . Results are inconclusive to place the college major as an 
important factor on the use of creativity. 
*No answers and the omission of categories where returns are insuf-
ficient account for percentages not adding to 100% in many instances. 
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TABLE 17 
COLLEGE MAJOR & CREATIVITY 
Practitioner by College Major 
Totally or more on 
personal creativity 
and intuition than 
research data 
About as much on 
personal creativity 
and intuition as 
research data 
Business 
(N=l9) 
53% 
42 
Journalism 
(N=41) 
61% 
34 
Liberal 
Arts 
(N=62) 
59% 
37 
*Law, Public Relations, Engineering , and Education , 
Miscellaneous* 
(N=22) 
59% 
32 
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CHAPTER VII 
SURVEY RESEARCH - A PUBLIC RELATIONS TOOL 
Survey research activity 
Survey research is not generally regarded as important in planning 
and evaluation as a majority of the less formal methods of gathering in-
formation listed on Figure 4. This is because there is not widespread 
use of survey research in public relations. 
In the last two years survey research on a periodic basis has been 
used by only 40% of the firms examined in this study. Therefore, a majority 
(60%) of the public relations counseling firms and agencies and PR depart-
ments of companies have not used this method in their public relations 
activities. 
Survey research on a single study basis is the most frequent type 
of survey research conducted in public relations. This is the only type 
of research done by a majority of the firms over the past two years. 
Basic research (refer to Chapter III) is all but neglected by public 
relations firms . Some 85% of the organizations did not use pure or basic 
research in their programs . 
FIGURE 6 
SURVEY RESEARCH USED IN PAST TWO YEARS 
Survey research on 
periodic basis 
Survey research on single 
study or "one shot" basis 
Pilot surveys 
Basic or pure research 
(not client related) 
Total Firms (N=l58) 
15% 
40% 
37% 
61 % 
Total 
Firms 
100% 
90% 
80% 
70% 
60% 
50% 
40% 
30% 
20% 
10% 
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FIGURE 7 
ORGANIZATION SIZE AND RESEARCH ACTIVITY 
s urvey s urvey 
Research Research 
Periodic Single Pilot Basic 
Basis Studies Surveys Research 
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Research activity is concentrated among the larger public relations 
departments and agencies. This is clearly illustrated on Figure 7. The 
solid line represents the firms with more than 50 employees in their pub-
lic relations departments or agencies. A larger number of firms in this 
category use the four types of research than either of the other groups 
of companies - one to nine employees, 10 to 49 employees. Note how im-
portant organization size is as each of the curves falls off after reach-
ing a peak with the single study. The firms with one to nine employees 
never exceeds the other two categories of companies in research activity. 
Survey research is greatest among the larger firms because they ~­
not afford not to budget for research. They realize survey research can 
maximize their public relations dollar and is an effective tool in all 
phases of their public relations program. 
Industrial corporations (A), the 250 largest companies, lead busi-
ness categories in the use of survey research on a periodic basis. 
Periodic research studies are important in a long range research program. 
They provide trend material and a continuous feedback on the over-all pub-
lic relations program . Single studies or survey research on a "one shot" 
basis cannot provide this same check on the public pulse as periodic sur-
veys. Since size is a determining factor on such a research activity , it 
can be expected the largest industrial corporations will lead all companies 
in continuous research activity bec ause they generally have the bigger pub -
lic relations staffs and budgets . 
Survey research 
on periodic basis 
Survey research 
on single study 
basis 
Pilot surveys 
Basic research 
TABLE 18 
SURVEY RESEARCH ACTIVITY BY BUSINESS 
Agencies 
(N=58) 
38% 
67 
36 
14 
Total Firms by Business Category 
Nonindustrial 
Corporations* 
(N=27) 
41% 
44 
37 
19 
Industrial 
Corp. (A) 
(N=45) 
58 
20 
73 
Industrial 
Corp. (B) 
(N=27) 
30% 
70 
30 
7 
*Banking, Insurance, Merchandising , Public Utility and Transportation . 
FIGURE 8 
SURVEY USE IN PLANNING AND EVALUATION 
Total Firms Using Research 
Survey research on periodic basis (N=64) 
19% 
9% 
74 
Planning 
Evaluation 
Both .............................. 72% 
Survey research on single study basis (N=96) 
Planning 27% 
Evaluation 
Both 
Pilot surveys (qualitative) (N=58) 
Planning 
Evaluation 
Both 
16% 
8% 
Basic or pure research - not client related (n=24) 
Planning 
Evaluation 8% 
Both 
31% 
53% 
46% 
42% 
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Survey research was used more as an aid in planning public relations 
activities than for evaluation although a majority of the practitioners say 
survey research (except basic research) served the dual purpose of planning 
and evaluation. The use put to research is shown on Figure 8. 
Purpose of recent surveys 
Survey research can aid in public relations in a variety of ways as 
practitioners' responses to the following question points out: What was the 
purpose of the last public relations survey research you did? (Conducted 
by inside and outside personnel) (N=l07) 
Almost one half of public relations executives testify the purpose of 
their last survey research was to determine attitudes by specific or general 
publics. 
Illustrative verbatim comments: 
To determine attitudes of financial community toward com-
pany, its management and its attitudes. 
To determine management attitude and employee opinion on 
upcoming contract negotiations . 
Conducted by inside , personnel to determine major cause of 
customer complaints and eliminate them if possible . 
To compare attitudes toward t he company of a certain ethnic 
group with public attitudes generally and to measure atti-
tude influencing power of certain media . 
To find out if public attitude had changed from 5 years 
previous . 
To determine attitudes in local communi t i e s towards major 
industry operating there - survey by outside agency . 
Another purpose expressed among public relations executives is to evalu-
ate public relations programs . One prac titioner in five says this was the 
objective of the most recent survey research . 
Illustrative verbatim comments: 
To evaluate objectives and possible reactions and responses. 
To evaluate progress of program. 
To evaluate educational value of a sample kit. 
To evaluate the over-all public relations program, the 
quality of service rendered, and the specific reasons 
why customers have adverse comments about our program 
or service. 
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One public relations practitioner in eight testifies the purpose was 
to determine the image or total reputation of his organization. 
Illustrative verbatim comments: 
To determine broadly the company standing in the comg 
munity. 
Determine client "image" to establish company symbol . 
To determine our image with press. (inside personnel 
conducted) 
"Corporate image" studies in ten representative com-
munities . 
To learn about the company and industry image . 
Other executives say survey research was used to plan, to determine 
the impact of various media and to determine the needs for a public relations 
program . 
Illustrative verbatim comments in these areas include : 
To develop a program for client . (plan) 
Used to plan a PR program, later to evaluate re-
sults. (plan) 
To plan PR approach . (plan) 
To det ermine types of community activities we should 
become involved in . (needs) 
For determining types and frequency of specific types of 
activities. (needs) 
To determine value and objectivity of company newspaper. 
(media impact) 
Determine readership of a publication. (media impact) 
Stockholder & security analyst reaction to annual report . 
(media impact) 
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The determination of attitudes is the most common way of expressing 
the purpose of survey research, but as the responses indicate, public re-
lations executives see survey research serving them in many ways. A well 
designed survey can serve a multitude of purposes. It can help the public 
relations manager not only plan, but also evaluate and guide his entire 
public relations program. Many practitioners, who were personally inter-
viewed, say it is affficult to segregate the purposes and say when a re-
search study stops planning and begins evaluating. 
The following account of a current public relations research program 
(being conducted for one of the nation's largest industrial corporations) 
illustrates the three fold purpose of survey research - to guide, plan and 
evaluate. 
Nationwide op~n~on survey taken in late 1962; public 
questioned on knowledge of industry economics. 
Study of survey indicated areas of greatest misinfor-
mation . 
Study of press clippings , especially those detailing 
actions or quoting statement s of government , labor 
and other thought leaders, suppor t ed conclusions reached 
by the survey. 
Decisions made to emphasize profits , prices and compe t i-
t ion in the institutional c ommerc ials , 
Commercials created and produced . 
Plans made for follow- up survey among commercial viewers 
to evaluate effects of t he programs . 
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This research program provides guidelines for future public relations 
efforts. It is designed to give trend materials on the progress, if any, 
of the public relations campaign. Notic e at the offset how survey research 
was used to evaluate present attitudes and then used to plan a future pro-
gram. The decisions to emphasize profits were made after the areas of 
misinformation had been identified in the survey. This survey information 
serves to guide the direction of the institutional commercials and other 
public relations activities. The final step is to evaluate and then no 
doubt, to plan and change the present public relations program. Survey 
research has an important role in every phase of the public relations 
cycle - planning, evaluation, and change. 
Practitioners expressed their attitudes on how survey research can 
be most useful to them in the public relations cycle by choosing as many 
areas as they feel survey research is applicable as aPR tool . 
Some 65% of the practitioners think survey research can be most use-
ful in determining the needs for a public relations program , Determination 
of needs is an element of planning and should be the very first considera-
tion in the design of a public relations campaign . This was one of the 
first objectives of the survey research program ou t lined on the previous 
page . Six executives in ten testify research can serve them best in plan-
ning a specific public relations activity , The role of research in planning 
supports previous data . (Refer to Figure 8 , ) PR prac titioners (61%) also see 
research as an aid in evaluating a specific public relations activity . 
Again it is with a specific program that practitioners believe survey 
research can be most useful . 
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Survey research is not viewed as useful in everyday operations or 
in the planning or eva-luating a program with the general public . In fact, 
twice as many practitioners (56% vs. 28%) believe research is used most 
effective with well defined publics as with the general public e.g., em-
ployees would be a well defined public. 
TABLE 19 
USEFUL AREAS FOR SURVEY RESEARCH 
Determining the needs for a 
public relations program 
Evaluation of specific public 
relations activity 
Planning of specific public 
relations activity 
Planning or evaluating a pro-
gram with well defined publics 
Planning an over -all public 
relations program 
Evaluation of over-all public 
relations program 
Planning or evaluating a pro-
gram with the general publics 
I n everyday operations 
Areas of research activity 
Total Practitioners (N=l58) 
65% 
61 
60 
56 
50 
46 
28 
11 
Ihe public or area where survey research was conducted was identified 
by almost 60% of the practitioners who named the purpose of their most re-
cent survey research program in public relations . 
Of those practitioners identifying a specific area in connection · 
with the purpose (N=61) : 
31% of the executives say research conducted among 
general public . 
24% of the practitioners identify customer relations 
as the area for their latest study. 
21% of the executives mention employee relations as 
their area of latest activity. 
The percentage of public relations practitioners 
testify research done in the remaining areas is: 
16% - financial relations 
10% - community relations 
7% - press relations 
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A better indication of survey research activity in the past two years 
by area appears on Figure 9 , These areas of research activity and the cor-
responding allocation of the precious research dollar identifies which 
publics PR departments consider crucial in their public relations programs . 
Using research activity as a guide, customers head the list of publics , 
Good relations with this public is certainly imperative for a company's 
survival and success. Research among this public is many times conducted 
by the marketing department and the results are shared with public rela-
tions and other departments , 
General publ rc relations is an area of concern of almost all in pub-
lie relations although research activity among the general public is con-
ducted by only a slight majori ty of the firms , 
This writer feels the mos t important public of any organization are 
its employees, but l ess than half of the firms seek reliable information 
on employee attitudes and informa~ion needs . The industrial corporations 
(A & B) recognize the importance of this public in the complete public 
relations picture (Table 20) . They do more research among employees 
than among any of the other publics . 
FIGURE 9 
AREAS OF RESEARCH ACTIVITY 
Survey Research Frequency Once or 
Twice, or Three Times or More by 
Total Firms (N=l25) 
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Customer Relations 62% 
General Public Relations 
......................... s4% 
Employee Relations ...................... 48% 
Community Relations 
---------46% 
Financial Relations 36% 
Press Relations 36% 
Government Relations 16% 
All companies could maximize their research dollar by first looking 
to employees as a key to the atti t ude s of other groups . Elmo Roper, a 
well known leader in survey research, says, "The community sees the corpora-
tion through the eyes of the people who work t here , We (Elmo Roper and 
Associates) have found in every instance that where the employees of the 
company give the company a high rat ing , it is almos t unnecessary to finish 
the survey in the town -- the townspeople will give i t (the company) a high 
rating, too."1 
It is also somewhat easier to survey employee attitudes than other 
publics because : 1) they present a definable universe from which a sample 
can be easily selected ; 2) they are easier to contact and more convenient 
than many other publics , 
1Elmo Roper, "The Growing Use of Interview Results," speech given 
at Boston University, March 12 , 1959, P . l3 of mimeographed speech , 
TABLE 20 
RESEARCH FREQUENCY AMONG PUBLICS BY BUSINESS 
Total Firms Indicating 
Survey Research Activity (N=l25) 
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Nonindustrial Industrial Industrial 
Agency Corporations'"" Corp. (A) Corp. (B) 
(N=46) (N=21) (N=36) (N=21) 
Customer Relations 61% 67% 64% 58% 
General Public 
Relations 61 62 50 52 
Employee Relations 35 39 67 62 
Community Relations 46 43 53 43 
Press Relations 45 43 31 24 
Financial Relations 39 29 41 24 
Government Relations 20 15 9 24 
Employees surveys are also generally less expensive than research 
among other publics. But the overriding reason for examining this public 
first is : if employees, a public with an interes t (active or passive) in 
the communicator , are not being reached with the public relations program, 
how can it be expected less interested, outside publics (general public , 
community , and cus t omers) are being communicated with? 
Notice on Table 20 the largest industrial corporat ions do not con-
sider the general public as important as employees, customers, and the 
community in their research activity . Information on the general public 
will be provided indirectly through individual survey research studies 
among each of these more important publics . 
*Banks, Insurance, Merchandising, Public ut ility, Transportation 
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The relatively infrequent use of research in press relations and 
government relations can be attributed to the other satisfactory guides 
there are for the success of programs among these select publics . Is the 
legislation passed or defeated? Certainly this is the most accurate guide 
to the success or failure of a government public relations program. 
The reception of press releases is one guide to a company's press 
relations . Regular personal contact with the journalistic community can 
also provide indications on the state of the press relations program. 
Practitioners told this writer personal contact is the most effective 
means of examining their press relations. 
A neglected pu&lic until recent years has been stockholders . They 
are now recognized as potential customers and goodwill ambassadors and 
are being given increased attention by public relations departments . 
TABLE 21 
INSIDE PERSONNEL AND OUTSIDE FIRMS 
Firms Using Research 
Inside 
Survey researcb conducted by : Personnel 
Survey Research on 
Periodic Basis 23% 
Survey Research on 
Single Study Basis 27 
Pilot Surveys 36 
Basic Research 25 
Outside 
Personnel 
36% 
35 
36 
25 
36% 
31 
24 
37 
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Industrial corporations (A) lead in survey research in financial 
relations or stockholder relations . Security analysts are another select 
public in financial relations and are subjects of survey research in this 
area. 
The relative size of these publics is a major factor in the use of 
research. Surveys might be more of a hindrance than a help among small 
groups of legislators and editors . 
Survey research studies are conducted by inside personnel , outside 
personnel or a combination or both. The various kinds of research con-
ducted for the organizations studied was conducted more by outside firms 
than inside personnel (Table 21) . 
Only with pilot surveys do inside personnel conduct as many studies 
as outside firms . The limitations on inside personnel are fewest with 
pilot surveys . The limits of inside personnel and the advantages offered 
by outside research firms in survey research are discussed in Chapter III. 
Commercial research firms named 
Practitioners refer to the outside research firms in response to the 
following question : Which two or three commercial survey firms can you 
t hink of that conduct public relations research? (N=lOO) 
Two thirds of the public relations executives ~ ~ or mor e firms 
t hat conduc t public relations research . One practitioner in t hree fails t o 
answer this question and almost 20% of those answering c i t e onl y one firm . 
Personal interviews reveal public relations personnel have difficul ty think-
ing of survey firms. Several mention th eir contac t wi t h such firms is very 
limited. 
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Opinion Research Corporation and Elmo Roper and Associates are the 
most frequently mentioned- firms. 
1) 56% of practitioners name Opinion Research Corporation. 
2) 23% of the public relations executives cite Elmo Roper 
and Associates. 
Five survey organizations are cited by 5 to 10% of the respondents: 
The Gallup Organization (10%), Th~ Psychological Corporation (7 %), Douglas 
Williams and Associate's (6%), Institute for Motivational Research - Dich-
ter's organization (6%), and Louis Harris and Associates (6%) . 
The remaining research organizations are named by fewer than three 
respondents. The university research centers listed by two or three per-
sons include : University of Michigan's Survey Research Center, Stanford 
Research Institute, and Opinion Research Center (University of Chicago) . 
Favorable impressions accompanied a substantial majority of the 
research organizations mentioned in this question e . g . , excellent, repu-
table over the years, highly competent, best in field, first rate, etc . 
But there were several executives who offered criticism of the research 
firms . The most frequent critical impression that accompani es firms 
named is : very expensive. It is interesting to note the economics of 
survey research is commented on again in the next chapter . 
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CHAPTER VIII 
FACTORS INFLUENCING SURVEY RESEARCH ACTIVITY 
Allocation of Budget to Survey Research 
The relative absence of money allocated to survey research supports 
previous data that state survey research activity in public relations is 
limited. 
Three out of four firms allocate less than 5% or none of their pub-
lic relations budget to surveys conducted by outside firms. 
Very little is allocated to inside personnel, as 70% of the firms 
budget less than 5% or no money to survey research for their own person-
nel. These facts (Table 10) substantiate ideas put forward in Chapter I 
that research in public relations leaves something to be desired. Little 
research can be conducted without money appropriated. 
The allocation of the public relations budget to research is de-
pendent on the size of the budget . One practitioner, who is with a large 
New York PR agency, told this writer the average PR budget is $50,000 in 
the city. Five percent of this sum will not provide a satisfactory sur-
vey research program. The economics of this problem and other factors 
limiting the use of survey research will be examined in the pages ahead. 
An organization's size is a major influence on the alloca t ion of 
the PR budget to survey research. The largest percentage of firms allo-
cating NOTHING to survey research is found in the one to nine employees 
category. The fewest number of firms budgeting nothing for research (in-
side or outside) are the companies with more than 50 employees on the 
public relations staff (See Figures 11 and 12. ) 
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This same influence of size is cited earlier in regard to types of 
research activity (Figure 7). Research activity is not apparent among 
the smaller companies because there is little or no money budgeted for 
survey research. 
FIGURE 10 
ALLOCATION OF BUDGET FOR SURVEY RESEARCH 
Conducted by Inside Personnel Total Firms (N=l58) 
NONE 38% 
LESS THAN 5% ............. 32% 
5 to 10% 8% 
10% & higher 
-4% 
No answer 17 % 
Conducted by Outside Firms 
NONE 
LESS THAN 5% 
------30% 
5 to 10% -7% 
10% & higher -3% 
No answer 16% 
44% 
FIGURE 11 
ALLOCATION OF BUDGET TO INSIDE PERSONNEL BY ORGANIZATION SIZE 
Total Firms by Size 
1 to 9 employees (N=80) 
46% 28% 12% 14% 
NONE Less - 5% Is% morel An~~er I 
10 to 49 employees (N=50) 
34% 42% 12% 12% 
NONE Less than 5% 5% + No I Answer 
50 or more employees (N=25) 
24% 32% 20% 
NONE Less than 5% I 5% & morel 
FIGURE 12 
24% 
No 
Answer 
ALLOCATION OF BUDGET TO OUTSIDE FIRMS BY ORGANIZATION SIZE 
Total Firms by Siz~ 
1 to 9 employees (N=80) 
55% 25% 5% 
NONE 1· Less than 5% 
10 to 49 employees (N=50) 
44% 34% 12% 
NONE Less than 5% ] 5% & 
more 
50 or more employees (N=25) 
16% 40% 20% 24% 
I Less than 5% 5% & more J No NONE Answer 
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Attitudes Toward Survey Research 
A widespread lack of confidence in survey research is not an im-
portant factor limiting its use in public relations. More than six 
practitioners in ten think the results of a major public relations pro-
gram can be measured with a moderate or high degree of precision. 
There are a few (19%) who have little or no confidence in survey 
research (Table 22). They say it can only measure results with a low 
degree of precision or cannot measure results with any degree of pre-
cision. One practitioner in eight does not know to what extent the 
results can be measured. 
This writer finds that limited information on how survey research 
can be effective as a public relations tool accounts for much of the lack 
of confidence toward survey results. Verbatim responses at the end of 
this chapter suggest practitioners want more information (case histories) 
on the applicability of survey research in public relations problems . 
TABLE 22 
ATTITUDES TOWARD SURVEY RESEARCH 
Can measure results of public 
relations program with high 
degree of precision 
Can measure results with mod-
erate degree of precision 
Can measure results with low 
degree of precision 
At present can't measure the 
results with any degree of 
precision 
Don't know to what extent the 
results can be measured 
Total Practitioners (N=l58) 
10% 
54 
12 
7 
12 
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Although there is a relative absence of a widespread negative atti -
tude toward the precision of survey research, five practitioners in ten 
say no confidence in survey results is a factor (of major or minor importance) 
that might limit the use of research in their firms (Table 23). Almost one 
fourth (23%) testify this could be of major importance . Reference made to 
the many instances where survey research has been used effectively in pub-
lic relations could help eliminate lack of confidence in survey research 
as a factor that might limit its use in public relations . The case his-
tories in Chapter II are such instances where research has been used as 
an important tool in the public relations cycle. 
There are only two factors (out of eight listed on Table 23) that 
a MAJORITY of practitioners believe are of major importance in the limita-
tion of survey research in their firms : size of public relations budget 
and cost of survey research. 
Tabl e 23 
TABLE 23 
FACTORS LIMITING THE USE OF SURVEY RESEARCH 
Total Practitioners (N=l58) 
Size of the public 
relations budget 
Cost of survey research 
Management sees no need 
for survey research in 
public relations 
Absence of public rela-
tions problems that 
require survey research 
No confidence in survey 
results 
No inside personnel 
trained in survey re-
search 
Surveys involve too 
much of the public 
relations practitioner's 
time 
Well designed surveys 
take too long to be com-
pleted 
Major 
Importance 
77% 
71 
34 
26 
23 
13 
12 
10 
Minor 
Importance 
10% 
11 
26 
21 
27 
24 
32 
41 
No 
Importance 
3% 
3 
16 
25 
23 
35 
32 
23 
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Public relations is a relatively new field and it is still difficult 
for many practitioners to secure adequate appropriations for their public 
relations programs - let alone for public relations research. When pro-
fits are on the decline and budget cuts are called for, the public rela-
tions budget is generally one of the first to get the axe. 
This is disappointing in view of the possible impact PR can have in 
bolstering business confidence, and thus helping to stem the decline in 
profits. 
The size of the public relations budget is closely related to the 
cost of survey research. Survey research is expensive when viewed in 
relation to most public relations budgets. It would not be practical to 
allocate adequate funds for research if it entailed drastically curtailing 
the implementation of public relations programs. 
Research is considerably more expensive in public relations than in 
advertising, marketing and packaging. It is no more expensive in actual 
dollars, but it takes a larger proportion of the public relations budget 
than in these other fields. One percent of an advertising budget allo-
cated for research might be comparable to 10 to 20 percent of a public 
relations budget. The size of the budget and the cost of survey research 
are so closely related that they almost become a single factor . When bud-
gets go up, the cost of survey research will diminish in proportion to the 
entire budget . This will also reduce each factor in importance as limits 
on survey research. 
There is the possibility of reduced cost for survey research with 
increased activity, but this remains far less promising than for increased 
public relations appropriations with research assuming a more important 
place in the over-all allocations. 
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A majority of the practitioners do not feel the remaining factors are 
of major importance. Only two of these factors are viewed by more than 
half of the executives as being of minor or major importance : 1) manage-
ment sees no need for survey research in public relations (this factor 
will be examined in the following section); 2) time element of surveys . 
Commercial research organizations are making great strides in short-
ening the time for survey studies. It is reported in Chapter III that 
George Gallup can obtain an accurate reading of the public pulse in a 
matter of hours. These improved techniques are being used with increased 
frequency by business organizations. The many dimensions of this factor 
will decrease in importance as survey research personnel recognize and 
eliminate it as a hindrance on survey research activity . 
Most of the other factors regarded by executives as important (ma-
jor or minor) can also be eliminated with improvement i n approach and 
techniques. The belief that surveys involve too much of the practitioner's 
time is largely a result of a misunderstanding between survey personnel and 
the public relations practitioner. Survey studies will involve varying 
amounts of time depending on the requirements and wishes of the individual 
practitioner. 
University training of potent ial practitioners in the value and ap -
plicability of survey research in the fields of human behavior will help 
remove the factor that no inside personnel are trained in survey research . 
Seminars and informational programs sponsored by public relations organi-
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zations i.e. PRSA Chapters, universities and commercial organizations may 
help train the experienced practitioner in survey research. 
A few executives feel there is an absence of public relations pro-
blems that require survey research. There are no major problems which 
research can not be used in combination with good judgment and past ex-
perience to maximize the results of the public relations dollar. Of 
course it doesn't make sense to conduct a $5,000 survey to solve a $500 
problem, but most organizations have an over abundance, rather than an 
absence of problems that could be solved with the aid of survey research. 
Management Attitude Toward Survey Research 
A favorable management attitude toward survey research is of cri-
tical importance if research appropriations are to increase in the years 
ahead. It would seem management would be demanding survey results in 
public relations so they could have a tangible basis for approving in-
creased appropriations in PR, but this is not always the case. Six execu-
tives in ten testify a factor (of major or minor importance) limiting the 
use of survey research in public relations is because management sees no 
need for survey research in public relations. 
Management's attituae is revealed in response to another question 
which identifies degrees of favorability by management or clients (for 
PR agencies) toward public relations research. 
More managements are very favorable or fairly favorable toward 
research than fairly or very unfavorable (Figure 13). This is an en-
couraging note for public relations research in the future. 
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FIGURE 13 
MANAGEMENT FAVORABILITY TOWARD RESEARCH 
Total Firms (N=l58) 
Very favorable - 11% 
Fairly favorable 37% 
Fairly unfavorable 29% 
Very unfavorable 10% 
No answer 13% 
Inconclusive information suggests management attitudes toward public 
relations research are partially dependent on the role of research in the 
entire corporation. If the company or industry is research oriented e.g. 
pharmaceutical, chemical and electronic companies, management will proba-
bly be more favorably inclined toward research in PR . Staff members of 
a large pharmaceutical firm told this writer their management's belief in 
the necessity of research in other departments has led to i t s increased 
use of research in the public relations department. 
Figur e 14 
FIGURE 14 
MANAGEMENT ATTITUDE TOWARD PR RESEARCH BY ORGANIZATION SIZE 
Very or Fairly Favorable 
39% 
1 to 9 
employees 
(N=80) 
Very or Fairly Unfavorable 
50% 
1 to 9 
employees 
(N=80) 
54% 
10 to 49 
employees 
(N=50) 
36% 
10 to 49 
employees 
(N=50) 
Total Firms (N=l58) 
76% 
50 or more 
employees 
(N=25) 
16% 
50 or more 
employees 
(N=25) 
No answers account for failure of percentages in each category 
to add to 100%. 
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Management favorability is directly linked to the size of the firm 
(Figure 14). Large organizations reap the benefits research can yield 
throughout their company. Because they can afford research, they recog-
nize its value. The smaller organization is many times so busy carrying 
out current company programs in all fields that there is not the time or 
money to engage in research. 
In fact managements of smaller companies are more unfavorable to-
ward research in public relations than favorable. 
Notice on Figure 14 how favorability increases from left to right 
as the firms become larger, and likewise how unfavorability diminishes 
from left to right fn the same proportions. 
It is among banks, insurance companies, merchandising firms, pub-
lie utilities and transportation companies that the greatest favorability 
exists among management (Table 24) . The least favorable managements are 
in the small industrial corporations (B). This unfavorability among the 
smaller corporations is closely related to their size; this unfavorabi-
lity could be expected in view of the previous data (Figure 14) . 
Very or Fairly 
Favorable 
Fairly or Very 
Unfavorable 
TABLE 24 
MANAGEMENT FAVORABILITY BY BUSINESS 
Agency 
(N=58) 
45% 
39 
Total Firms (N=l58) 
Nonindustrial 
Corporations* 
(N=27) 
67% 
30 
Industrial 
Corps. (A) 
(N=45) 
49% 
42 
Indus t rial 
Corps . (B) 
(N=27) 
41 % 
45 
*Banks, Insurance, Merchandising, Public Utili t y and Transportation 
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This data reveal management favorability does not exist "across the 
board." But the fact that more managements are generally favorable than 
unfavorable is an important consideration when examining the role of pub-
lie relations research in the years ahead. The following and concluding 
chapter projects into this future of research in public relations in view 
of the data presented on the preceding pages. 
Appendix to Chapter VIII 
The following questions and verbatim responses are included to pro-
vide information on public relations research services the Public Relations 
Society, universities and commercial firms can offer public relations execu-
tives . 
Not all the responses are directly applicable to research services, 
but they do represent current attitudes and interests of public relations 
executives . 
What services offered by PRSA do you find most helpful? (N- 103) * 
The Public Relations Journal is the most helpful individual service 
t o Society members. One PRSA member in four mentions the Journal . 
* I'he Public Relations Society offers i t s members several publications 
(Public Relations Journal, Public Relations Register , PRSA News Bullet in , 
and PRSA Conference Proceedings) and a variety of referenc e , research and 
information services. These Information Center service s include : PR case 
histories, public relations brochures, bibliographie s , research questions , 
listings of public relations films , recommended public relat ions reading , 
public relations courses and seminars, and vocational mat erials . 
The percentage of PRSA members naming other specific ser-
vices as being helpful include: 
21% - PRSA Annual and Chapter meetings 
16% - PRSA library facilities 
11% - PRSA Register 
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Other services members mention include: the seminars, case history 
materials and the Information Center. 
Many members cite the intangible benefits of the Society as being 
most useful! 
Illustrative verbatim comments: 
An opportunity to get acquainted with other public 
relations practitioners. 
Intangible professional esprit - social benefits -
work on fee structures, accreditation, possibility 
of group insurance and services. 
Meetings, personal contact and stimulation; Counselors 
Section development . 
Very frankly, it is the personal interchange of ideas 
among members - not formal services. 
Almost four members in ten name one of the general information and 
research services of the Society as being helpful to them . 
Illustrative verbatim comments : 
Publications as idea sources . 
PRSA workshops. 
Bibliography , case histories - examples 
of specific techniques . 
Accounts of ~R programs and ideas . 
Criticism of PRSA services is relativel y scant, but there are a few 
who are critical of the Journal and the adequacy of library facilities . 
Several others say simply of the Society services , "Do not use or never use . " 
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What additional services could the Public Relations Society offer you in 
public relations research? (N=69) 
The most frequently mentioned additional service the Public Rela-
tions Society could offer its members is to continue being a clearing 
house for information on public relations programs. 
Some 30% of the PRSA members testify they want PR case history rna-
terials and information on research programs and survey research . 
Illustrative verbatim comments: 
Booklet summarizing results of other research. 
Information on what is being done by them in 
PR research. 
A fairly complete library of case histories to 
avoid duplication of effort and/or mistakes in 
planning. 
Perhaps more reports on application of survey 
research to PR problems. 
PRSA members -also express a desire for basic public relations re-
search involving studies of opinion change, although this service is 
generally assigned to university research centers , 
Several practitioners say all they want is more public relations 
for PR, This already is a primary responsibility of the Society . Improved 
public relations for PRSA members and public relations per se is an import-
ant~ ever- challenging objective of the Public Relations Society . 
Some executives feel there is a need for more informat ion on the 
availability of PRSA materials . It seems somewhat ironic that a society 
of professional communicators should be facing a communications problem. 
Specific services suggested by PR executives include : employment of-
fice, "how to information," more facts such as counselor's section, licens -
ing the professional~ and idea file materials . 
101 
What additional services could University public research and communica-
tions centers offer you in the area of public relations research? (N-56) 
University research centers must do a better job of communicating 
what services are available to public relations practitioners before en-
gaging in additional services. 
Illustrative verbatim comments: 
Let me know about their capabilities, none ever has. 
Make available on what's going on. Very little com-
munications now between educators and practitioners. 
Keep us better informed (instead of absolutely unin-
formed) of research studies and results, particularly 
findings in Master's theses. 
Universities could be great sources of help, but there 
seems to be a lack of liaison between colleges and 
business. 
There is definitely a lack of liaison on the availability of theses 
in public relations . Not ONE of the practitioners this writer interviewed 
has ever seen a thesis in this area. This poor visibility partially ex-
plains the total lack of importance assigned the theses by practitioners . 
Many comment on the mail questionnaires that they have never seen a PR 
thesis or did not know they exist~ 
There is an avid interest in student studies . All, but one , of t he 
practitioners personally interviewed asked for a summary of this thesis . 
This interest is fur ther demonstrated in the requests for summaries of 
this study among respondents. Three out of four PRSA members indicate 
they want a summary of this Master's thesis . (All requests for summaries 
have been fulfilled . ) 
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Student theses represent just one example of the great information 
gap which exists between universities and public relations personnel. 
A great many practitioners believe the university research center 
can serve public relations through pure research studies in communications 
and communications techniques. The center should concern themselves with 
public relations research and its applicability. 
The advancements of a theoretical and scientific approach in public 
relations is certainly a function of the university research center, but 
this can also bring on a rash of criticism. Several practitioners ex-
press the general idea that '~niversities are generally neck deep in 
theory and ankle deep in reality." 
Only university personnel and their students can disprove this be-
lief and convince public relations leaders that are also schooled in the 
practical application of theoretical concepts , 
What additional services should commercial research firms offer you in 
public relations research? (N=36) 
Public relations practitioners want speed and economy from the com-
mercial research firms, 
Illustrative verbatim comments : 
Quick studies - well timed to fast changing situa-
tions - more specifically targeted group studies -
perhaps based on analysis of activity as much as 
query response. 
Lowering of fees to level more commensurate with 
most public relations budgets. 
If they could reduce the cost and time requirements 
of meaningful research, they could become invaluable 
to use. We have an infinite number of questions we'd 
like answered . 
Faster, more economical surveys of vital issues of the 
moment. 
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Better communications between research firms and public relations 
personnel is suggested by several PRSA members. 
Illustrative verbatim comments: 
More information as to accuracy of surveys! 
Make their services and costs better known to us . 
Perhaps more reports on application of research 
to PR problems. 
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CHAPTER IX 
THE FUTURE AND PUBLIC RELATIONS RESEARCH 
-Public relations research cannot 
tell a practitioner what to do. 
The survey findings in preceding chapters suggest a greater role 
for research (especially survey research) in public relations in the de-
cade ahead. This optimistic view is founded on: 
1) the widespread areas of management favorability; 
2) the research activity in larger agencies and 
public relations departments; 
3) a generally favorable attitude toward research 
expressed by a majority of the public relations 
executives; 
4) no decrease seen for survey research by practi-
tioners. 
Practitioners were asked: what role do you see for survey research 
in your firm? Figure 15 summarizes the replies of the practitioners to 
this question. 
FIGURE 15 
ROLE OF RESEARCH IN PUBLIC RELATIONS IN THE FUTURE 
Total PractHioners (N=l58) 
About the same role 47 % 
Increasing role 42% 
Decreasing role 
- 3% 
No answer 8% 
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Virtually no public relations executives, regardless of the size or 
type of business, see a decreasing role for survey research in the future 
(Table 13). Practitioners are almost evenly divided between feeling sur-
vey research will assume an increasing role or remain about the same in 
their firm. This is also true when the firms are examined in terms of 
size and by business catetory . 
Among the larger industrial corporations (A) there are more practi-
tioners who believe survey research will remain in about the same role 
than assume an increasing role. This is probably true because survey re-
search has already become a fixture in many of these firms and an increase 
is not called for (Refer to Table 5) . 
Banks, insurance companies, merchandising firms , public utilities 
and transportation companies category is more firmly committed to an in-
creasing role for research than other business groups. Twice as many 
practitioners see an increasing role as about the same role for survey 
research in this category . Almost all the bank and insurance company 
executives forecast a greater role for research, but insufficient re t urns 
on these individual businesses prevent any generalizat ion , 
Increased use of survey research in the future seems inevitable 
since t here is no decrease in survey research forecasted for the future 
by public relations leaders . Therefore any increase in public relations 
r esearch s t ands to be on the plus side . Increases may be sizeable since 
more t han four practitioners in ten visualize an increasing role for sur -
vey research . 
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TABLE 25 
ROLE OF SURVEY RESEARCH IN THE FUTURE 
Total Firms by Size 
1 to 9 10 to 49 50 or more 
employees employees employees 
{N=802 {N=502 {N= 252 
About the same role 46% 48% 48% 
Increasing role 41 44 48 
Decreasing role 2 6 
No answer 11 2 4 
Total Firms by Business Categories 
Nonindustrial Industrial Industrial 
Agency Corporations* Corps. (A) Corps. (B) 
{N=58) {N=27) (N=45) (N=27) 
About the same role 45% 30% 64% 41% 
Increasing role 41 63 29 48 
Decreasing role 3 2 4 
No answer 11 7 5 6 
*Banks, Insurance Companies, Merchandising Firms, Public Utilities 
and Transportation companies. 
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Survey research is only one of the potent research tools which is go-
ing to assume a more important place in public relations in the decade ahead. 
This writer will examine two other such tools which can aid in effective de-
cision making in public relations. One of these already is being used with 
some frequency PR Aids. The other is only in the earliest development 
stage - computer programing. 
PR Aids is a commercial press release service which is used by some 
500 public relations firms, advertising agencies, trade associations and 
corporations . It features a media selection system which is based on auto-
mation principles. Media information is fed into data-processing equipment 
for rapid, accurate release of mailings, for press conference invitations 
and as a placement contact file . The media selection system covers over 
100,000 editors and 60,000 trade journals, consumer magazines , Sunday sup-
plements, specialized editors of dailies, weeklies , syndicated columnists , 
TV and radio stations and shows , trade association newsletters and house 
organs . These sources are broken down into 2,000 categories, sub cate-
. d t . 1 gor~es an cross ca egor~es. 
PR Aids is a public relations tool which can aid in systematic and 
efficient distribution of press releases. 
A tool which may aid in the systemic and effective planning of a 
public relations program is computer simulation. Dr . Ithiel de Sola Pool, 
professor of political science , Massachusetts Institute of Technology, sug-
gested the possibility of using computer simulation to predict the effects 
of public relations programs in a speech before PRSA members at the annual 
convention in 1962. 
linformation on PR Aids was compiled from brochures provided by 
Public Relations Aid, Inc., East 45th Street , New York 17, New York. 
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Dr. Pool says, "It is just in the past two years, with development 
of computer simulation, that opinion research has acquired a technology 
for handling the what-if questions ." (What-if questions are those which 
ask: what will happen if a certain campaign is used.) 
Computers are used to perform logical operations and are capable of 
being programmed to consider thousands of possibilities , make choices 
among them, and then make further choices depending upon the results . 
An example of simulations in the opinion field is given by Dr. Pool 
from the work of Simulmatics Corporation: 
It is a simulation by Robert Abelson of floridation 
referenda. 500 different individuals are described 
in the computer, each with his own beliefs and habits. 
They are exposed to propaganda campaigns, described 
by computer instructions, and react in accordance 
with 27 psycological principles which are incorpor-
ated in the computer program, An opinion survey 
conducted in advance will tell us what characteris-
tics to assign to the 500 hypothetical people. It 
tells us in short what-is. Then we can try alterna-
tive campaign strategies in the computer to see what 
happens if we follow each . 
"Surveys," according to Dr. Pool, "permit us to describe these com-
plex events , but human beings are not capable of following through the 
complex interactions o£ the many variables and thus of predicting the spe-
cific outcomes. 
"Comput ers can handle the observed data on these many variables and 
the complex ways in which they interact , 
"Thus computer simulation with survey data may now for the first time 
provide the public relations practitioner with reasonably usable predictions 
of the consequences of alternative modes of action." 2 
2Dr . Ithiel de Sola Pool, "The New Technology and the Public," speech 
given at the 15th PRSA Convention, Boston , Massachusetts, November 12-14, 
1962 
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The value of computer is being realized by managements to answer 
what-if questions in other fields . Chemical Week reports computers help 
management decide marketing strategy, transportation scheduling and plan-
ning and production schedules. Computer based decisions are in the 
pioneering stages in capital investment planning, and personnel promotion 
and hiring and firing,3 
The use of computers in public relations is only in the idea stage. 
Its importance and value are only waiting to be discovered by public re-
lations practitioners. 
The research tools discussed in this chapter and throughout the 
thesis can only facilitate a practitioner's job, The final decision in 
all cases must be made by the practitioner. No PR executive can be totally 
dependent on tools. They are only tools! Tools should aid in the planning, 
guiding and evaluation in public relations, but should not dictate policy 
decisions. 
Elmo Roper says, "The function of opinion surveys is to gain import-
ant information with which more intelligent policy decisions can be made . 
The two factors in the equation of intelligent policy making are informa-
tion about the public which is to be affected by the decision -- this is 
the raw material -- and creative application of oest brain-power available 
to the problem at hancf."4 
Roper's views on the use of opinion research also are applicable to 
all the research methods examined and analyzed in this study . Public re-
lations decisions will be influenced in the years ahead by more systematic 
3chemical Week, February 16, 1963, p . 33 , 
4Elmo Roper, "The Growing Use of Interview Results," speech given at 
Boston University, March 12, 1958, p . 18 of mimeographed speech , 
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and reliable information e.g . opinion surveys. When this becomes fact, 
instead of conjecture, public relations will have matured and taken an 
important step toward professionalism. 
Author's Note on Thesis and Survey Returns 
The survey returns represent research activity among the leading 
public relations departments and agencies in the country . The attitudes 
expressed by public relations executives are indicative of the opinions 
of a foremost group of public relations spokesmen. 
The survey findings do not represent typical or average research 
programs being conducted in public relations. The programs and amount 
of research being conducted by these firms is above average. 
Survey results in this thesis will become more meaningful as other 
studies are completed which also examine the methodology and attitudes 
of public relations practitioners . This study should provide base lines 
for comparisons witn these later studies. Trend studies in public rela-
tions per se are needed if progress and accomplishments are to be noted. 
Public relations metholology can only be improved through concentrated 
study , understanding and improvement of present public relations tech-
niques. This thesis is one attempt at such improvement . 
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TECHNICAL APPENDIX 
Description of the Universe 
The Public Relations Society of America's 1962/1963 Public Rela-
tions Register (The Organizational Listing of Active, Associate Members -
pp. 265-323) provided the universe for my mail survey and all personal 
interviews. 
This universe of firms is representative of a cross section of the 
largest profit making firms in the United States. All of the large pub-
lie relations agencies are represented with members in the universe. 
Background on the universe appears below: 
NOTE: The 1962 FORTUNE DIRECTORIES OF THE 500 LARGEST U.S. INDUSTRIAL 
CORPORATIONS, and the 50 LARGEST U.S. COMMERCIAL BANKS, LIFE-
INSURANCE, TRANSPORTATION and UTILITIES COMPANIES are the sources 
for information relating to the size of corporations represented 
in the PUBLIC RELATIONS REGISTER and the universe . 
Background on the universe of the Industrial Corporations 
1) All 30 of the 30 largest industrial corporations are 
included in the universe ; 
2) Some 55 of the top 60 industrial corporations are 
represented in the universe as are 87 of the 100 
larges t industrial corporations; 
3) Almost one-half (224 of 500) of the largest industrial 
corporations in the United St ates are represented with 
members in the Public Relations Society . 
Life- Insurance Companies : 
1) Fourteen of the 15 larges t life- insurance companies 
are represented in the universe ; 
2) Some 28 of the 50 largest life- insurance companies 
are included in the universe of firms from which the 
randomized sample was selected , 
Commercial Banks : 
1) Eight of the 10 largest commercial banks are included 
in the universe of firms; 
2) Some 24 of the 50 largest commercial banks are listed 
in the Public Relations Register. 
Utility Companies : 
1) Nineteen of the 50 largest utility companies are in 
the universe. 
Transportation Companies: 
1) The ten largest transportation companies are included 
in the universe of firms; 
2) Some 26 of the top largest transportation companies 
are included in the universe. 
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The largest Public Relations Agencies, Counseling Firms and Adver-
tising Agencies with Public Relations Divisions are widely represented 
in the universe as is indicated by the following list: 
N.W. Ayer & Son , Inc. 
Batten , Bart on, Durstine & Osborn 
Bozell and Jacobs , Inc. 
Burson- Mars t eller Associates 
Carl Byoir & Associates, Inc . 
CCI (Division of Communications Affiliates) 
Howard Chase Associates, Inc . 
Thomas J. Deegan Company , Inc . 
Doremus & Company 
Dudley-·Anderson- Yut zy 
Farley Manning Associates 
Fleishman- Hillard, Inc . 
Harshe - Rotman & Druck, Inc . 
Hill and Knowlton , Inc . 
The Philip Lesly Company 
John Moynahan and Company, Inc . 
McCann- Erickson , Inc . 
Earl Newsom and Company 
T. J . Ross & Associates ~ Inc . 
Ruder and Finn Incorporated 
Selvage & Lee , Inc , 
J . Walter Thompson & Company 
Whitaker & Baxter 
Young & Rubic am, Inc. 
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Description of the Sample 
Probability sampling techniques were used in selecting the firms to 
whom mail questionnaires were mailed. The individuals within each firm 
were selected on a purposeful basis, so wherever possible the public rela-
tions head of the department or firm received the questionnaire. 
The organizational listing of members in the Public Relations Regis-
ter (pp . 265-323) was stratefied into the following groups: 
Agency and Counseling Firms 
Banking and Finance 
Industrial Corporations 
Insurance 
Merchandising 
Public Utility 
Transportation 
Miscellaneous 
A random number between 0 and 7 was then selected. Using this num-
ber as a starting point every seventh (7th) PRSA member was selected in 
each of the stratefied groups, but no more than one member from any one 
firm was selected . This selection process ONLY gave the firms to be 
included in the sample . 
Each firm was selected on a systematic random basis in proportion 
to the number of members in the Public Relations Society . Firms with the 
most Society members therefore had a greater chance of being included in 
the sample . This weighing proces s by the number of PRSA members did in-
e l ude t he larges t firms in terms of sales , assets and other measures of 
si ze because t hese firms had the most PRSA members . Every firm that has 
seven or more PRSA members is included in the sample and was sent a ques -
t ionnaire . 
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Individual PRSA members within the randomly chosen firms were selected 
on a purposeful basis. When possible the Director of Public Relations, Pub-
lie Relations Manager, Vice President in Charge of Public Relations, Presi-
dent of the Agency, the Partner in the Agency or the ranking member of the 
public relations agency or department was selected to receive the question-
naire. 
The firms in the sample who received questionnaires include: 
1) Some 21 of the largest industrial corporations and 
nine of the first 10 largest; 
2) Six of the 10 largest transportation companies 
were sent questionnaires; 
3) Representatives from five of the 10 largest life-
insurance companies received questionnaires; 
4) Twenty-two of the 24 public relations agencies 
listed in the previous section received ques-
tionnaires . 
Personal interviews were conducted with firms in the New York City 
area. PRSA members from the following thirteen firms were interviewed to 
provide a cross section of opinion in various sizes and kinds of businesses. 
Allied Public Relat ions , Inc. 
Alls t ate Insurance Company 
Bamberger's New Jersey 
Beneficial Management Corporation 
CCI (Division of Communications Affiliates) 
Ciba Corporation 
Cunningham & Walsh, Inc. 
Ihe Dow Chemical Company 
Eas t ern Air Lines, I nc . 
Ihe Goodyear Tire & R:ubber Corp. 
Merck & Company , Inc. 
'Ihe Merrill Morris Agency 
New York Telephone Company 
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TABLE 26 
NUMERICAL BREAKDOWN OF UNIVERSE AND SAMPLE 
UNIVERSE 
(Total UNIVERSE SAMPLE SAMPLE 
PRSA (Total SENT MAIL RESPONDING 
Members) Firms) QUESTIONNAIRES TO QUESTION 
Agency & Counseling 1179 866 160 58 
Firms 
Banking & Finance 114 90 16 5 
Industrial Corporations 964 510 125 73 
Insurance Companies 104 67 15 6 
Merchandising Firms 35 20 5 3 
Utility Companies 185 105 26 8 
Transportation Companies 104 56 14 5 
Miscellaneous 200 151 28 * 
TOTALS 2885 1865 389 158 
* Included with industrial corpora t ions , 
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CHARLES RIVE Cl . .;, .. ' '- 640 :·.~MC. lV •• ALTH : .vr.::-.UE • BOSTON 15, MASSACHUSETTS 
CHOOL OF PUBLIC RELATIONS AND COMMUJ. rrcA' .. ~ONS 
The enclosE-C. c;_uestionnaire has b,.; m r:..d::.leC. tc L :.:cpresentati ve 
group of :?? . .:3; .:.<;mbers 'rli th tr..e e.':lprova:... o: -::.~-:::: Public Relations 
Society of ----.-:ica. The retur:-u: f rom !.he c:.u~s<: ::.onnair e -vrill 
provide · ·~ ·-'-- b2.sis for my n:aster'- the .... :..s a~~ 3os-con University 's 
School of Public Relati.o:-1 .... u:1C.. Cc .. .muL'..cations . ~t.y thesis ex-
plores the role of a ye.:c·ie ~y -..li" : _se<L- :-:. technl~ues , methods 
and sources sometimes 1.. 3E d by p..:t r .. ic _. -a tio!ls practitioners in 
their wo:::k . 
As you k12ow a high r esponse rat :. _s i · :~or"Lan"L to make a JT.a::..-'-
study meaningful . Therefore yo·c-- COO}.eration in completir..g 
the question::.aire will be greatly appr·ecie:'ced . Your respc!lSG~ 
will be co:-.r ~etely confidential and y o<.. rJ.arr:e or the name of 
your orgam.zc:. tion will not be used iL ... -~- ,ray . Summaries of 
my study will "be made available upon r..-:!_"L.~:st . 
I trust y ou will return the questionnc.:J..re as soon as possible 
in the er:e: :'.osed self- addressed er_velope . 
Thank yo·'-'- -,ery much for your help and iLt-.·E:st . 
JHF : srm 
Enclosures 
Sir_(:c:.:ely, 
James H. Fauss 
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"PUBLIC RELATIONS RESEARCH - A QUESTIONNAIRE" 
e purpose of this study is to examine the role of a variety of research methods, 
chniques or sources used by public relations practitioners in their work. 
RE APPLICABLE, PLEASE CHECK THE BOX NEXT TO THE APPROPRIATE ANSWER. 
Listed below are several library sources you might use as aids or idea sources 
in your public relations work. Please indicate how important you personally 
regard each of them in your work. 
NALISM QUARTERLY 
LIC RELATIONS QUARTERLY 
ws magazines (NEWSWEEK, TIME, U.S . 
WS & WORLD REPORT, etc.) 
LIC RELATIONS JOURNAL 
~ks on public relations 
~RTISING AGE 
TOR & PUBLISHER 
siness magazines & newspapers 
SINESS WEEK, FORBES, FORTUNE, 
~· BUS. REV., WALL STREEI' 
URNAL, etc.) 
eses by public relations students 
ional newspapers (NEW YORK 
RALD TRIBUNE, N. Y. TIMES, etc.) 
LIC OPINION QUARTERLY 
LIC RELATIONS NEWS 
er 
(Please specify) 
Very 
Important 
1( 
5( 
9( 
1( 
5( 
9( ) 
1( 
5( 
9( 
1( 
5( 
9( 
1( 
5( 
Fairly 
Important 
2( 
6( 
0( 
2( 
6( 
0( 
2( 
6( 
0( 
2( 
6( 
0( 
2( 
6( 
Not Too 
Important 
3( 
7( 
X( 
3( 
7( 
X( 
3( 
7( 
X( 
3( 
7( 
X( 
3( 
7( 
Not Impor-
tant At All 
4( 
8( 
Y( 
4( 
8( 
Y( 
4( 
8( 
Y( 
4( 
8( 
Y( 
4( ) 
8( 
--2 
2 . Please cite one of your specific public relations programs and briefly de -
scribe what techniques or methods you generally relied on to PLAN this pro-
gram? 
__________________ D 
3· Listed below are several methods sometimes used to PLAN a public relations 
program. Please indicate how important you generally regard each method in 
planning one of your major public relations programs. 
Matter of judgment, intuition 
Correspondence from publics 
Company sal es 
Survey research 
Opinion surveys (quantitative) 
Pilot surveys (qualitative) 
Library research 
Talks with employees 
Press clippings 
Several informal talks with persons 
outside organization 
Past experience 
Personal observation 
Past public relations campaigns 
Other 
--~------------~-------(Please specify) 
Very 
Import -
ant 
l( 
5( ) 
9( ) 
1( 
5( 
9( 
1( 
5( 
9( 
1( 
5( 
9( 
1( ) 
Fairly 
Import-
ant 
2( 
6( 
0( 
2( 
6( 
0( 
2( 
6( 
0( 
2( 
6( 
0( 
2( ) 
Not 
Not Too Important 
Important At All 
3( 
7( 
X( 
3( 
7( ) 
X( 
3( 
7( 
X( 
3( 
7( 
X( 
3( ) 
4( ) 
8( ) 
Y( ) 
4( ) 
8( ) 
Y( 
4( 
8( 
Y( 
4( ) 
8( 
Y( 
4( ) 
--3 
What methods do you generally rely on to EVALUATE THE RESULTS of your major 
public relations programs? 
-------------------0 
Listed below are several methods sometimes used to EVALUATE a public relations 
program. Please indicate how important you generally regard each method in 
evaluating your public relations programs. 
ter of judgment, intuition 
respondence from publics 
pany sales 
vey research 
pinion surveys (quantitative) 
ilot surveys (qualitative) 
rary research 
ks with employees 
ss clippings 
eral informal talks with persons 
utside organization 
t experience 
sonal observation 
·t public relations campaigns 
er 
-r(P~l~e-a_s_e __ s_p-ec-l~.f~y~).-------
Very 
Important 
1( 
5( 
9( 
1( 
5( 
9( 
1( 
5( 
9( 
1( 
5( 
9( 
1( ) 
Fairly 
Important 
2( ) 
6( ) 
0( 
2( 
6( 
o( 
2( 
6( 
0( 
2( 
6( 
0( 
2( ) 
Not Too Not Impor-
Important tant At All 
3( 
7( ) 
X( ) 
3( ) 
7( ) 
X( 
3( 
7( 
X( 
3( 
7( 
X( 
3( ) 
4( 
8( 
Y( 
4( ) 
8( ) 
Y( 
4( 
8( 
Y( ) 
4( 
8( 
Y( 
4( ) 
--4 
6. Which statement best describes to what extent you think the results of a 
major public relations program can be measured by survey research? 
l( )Can measure resul ts with high degree of precision 
2( )Can measure results with moderate degree of precision 
3( )Can measure results with l ow degree of precision 
4( )At present can ' t measure the results with any degree of precision 
5( )Don ' t know to what extent the results can be measured 
7· Which of these statements comes closest to how you usually handle your pub -
lic relations job? 
I RELY : l ( )Almost totally on personal creativity and intuition 
2( )More on personal creat i vi ty and intui tion than on research 
data 
3( )About as much on per sonal creativity and intuition as re -
search data 
4( )More on research data than on personal creativity and in-
tuition 
5( )Almost totally on research data 
Question 8 . Quest ion 9· g,uestion 10 . 
Listed bel ow are various kinds For each kind of sur - For each kind of sur-
of survey research sometimes vey research that was vey research that was 
used in publ ic rel ations . Whi ch used in Q. 8 pl ease in- used in Q. 8 and check-
of these, if any , has your firm dicate bel ow if it was ed pl ease indicate be -
used during the past two years ? used for planning, eval- l ow whom it was con-
uation or both . ducted by . 
Pl ease check the box opposite Used i n: Conducted by: 
each method that was used dur - Pl an- Evalu- Both Inside Outside Both I 
ing the past two years . ning at ion Personnel Firm 
Survey research on 
periodic basis 
Survey research on 
single study or "one 
shot basi s " 
Pi l ot surveys 
( qual itative) 
Basic or pure research 
(not cl ient related ) 
Did not use any of the 
above types of survey 
research in public re -
lations during past 2 
ears 
l ( ) 2( 
l ( ) 2( 
l ( ) 2( 
l ( ) 2( 
l( ) 
) 3( ) 4( ) 5( ) 6( ) 7( 
) 3( ) 4( ) 5( ) 6( ) 7( 
) 3( ) 4( ) 5( ) 6( ) 7( 
) 3( ) 4( ) 5( ) 6( ) 7( 
IF DI D NOT USE ANY OF THESE METHODS, PLEASE 
SKI P TO QUESTION 13 
I 
) 
) 
) 
) 
--5 
What was the purpose of the last public relations survey research you 
did? (Conducted by inside or outside personnel) 
_________________ D 
Please indicate how frequently your company or agency has used surveys 
in the following areas in the past two years . 
Three 
Not At Once or Times or 
All Twice More 
Community relations 1( 2( 3( )' 
Customer relations 4( 5( 6( 
Employee relations 7( 8( ) 9( 
Financial relations 0( X( ) Y( 
General public relations 1( 2( 3( 
Government public relations 4( 5( 6( 
Press relations 7( 8( 9( 
In which of the following areas below do you think survey research can 
be most useful in public relations . (Choose as many as you feel apply) 
1( )In evaluating a specific public rel ations activity 
2( )In evaluating an over- all public relations program 
3( )In planning a specific public relations activity 
4( )In planning an over- all public relations program 
5( )In planning or evaluating a program with well defined publics 
6( )I n planning or evaluating a program with the general public 
7( )In everyday operations 
8( )In determining the needs for a public relations program 
In the future what role do you see for survey research in your firm? 
1( )Increasing role 
2( )Decreasing role 
3( )About the same role 
--6 
15. Which two or three commercial survey firms can you think of that conduct 
public relations research? 
a . 
(Write in company name) 
b . 
(Write in company name) 
c. 
(Write in company name) 
16. Now would you go back and write your impressions of each firm 
you mentioned above· ------------------------------------------~ 
17. How do you regard the following as factors that 
vey research in public relations by your firm? 
might limit the use of sur-
A Factor 
of Major 
I mportance 
Size of the public relations budget l( ) 
No confidence in survey results 4( ) 
No inside personnel trained in sur -
vey research 7( 
Cost of survey research 0( 
Well designed surveys take too long 
to be completed l( ) 
Management sees no need for survey 
research in public relations 4( ) 
Absence of public relations problems 
that require surv~y research 7( ) 
Surveys involve too much of the pub -
lic relations practitioner's time 0( ) 
A Factor A Factor 
of Minor of No 
Importance Importance 
2( 3( 
5( 6( 
8( ) 9( 
X( ) Y( 
2( ) 3( ) 
5( ) 6( ) 
8( ) 9( ) 
X( ) Y( ) 
18. How favorably inclined is your business management (or clients) toward 
money budgeted for public relations research? 
l( )Very favorably 3( )Fairly unfavorablY 
.. ~_. 
2( )Fairly favorably 4( )Very unfavorably 
About what percentage of your public 
relations budget, if any, is allocated 
to survey research conducted by inside 
personnel ? 
About what percentage of your public re-
lations budget, if any, is allocated to 
survey research conducted by outside 
personnel? 
- -7 
l( )None 
2( )Less than 5% 
3( ) 5 to lCY/o 
4( )lCY/o and higher 
l( )None 
2( )Less than 5% 
3( )5 to lCY/o 
4( )10% and higher 
Which services offered by PRSA do you find most helpful? 
__________________ 0 
What additional services could the Public Relations Society offer you in 
public relations research? 
------~----------0 
What additional services could University public research and communications 
centers offer you in the area of public relations research? 
__________________ o 
What additional services could commercial research firms offer you i n the 
area of public relations research? 
__________________ o 
What business is your firm engaged in? 
l( )Agency or counseling firm 
2( )Banking and finance 
3( )Insurance 
4( )Merchandising 
5( )Industrial corporation 
6( )Public utility 
7( )Transportation 
8( )Other ________ _ 
(Please specify ) 
--8 
26 . What i s the approximate size (all employees) of your public relations 
department or agency? 
l( ) l to 4 employees 
2( ) 5 to 9 employees 
3( ) 10 to 14 employees 
4( ) 15 to 24 employees 
5( ) 25 to 49 employees 
6( ) 50 to 99 employees 
7( )100 employees or more 
27 . How long have you been employed in the public relations field? 
l ( ) 0 to 4 years 
2( ) 5 to 9 years 
3( ) 10 to 19 years 
4( ) 20 years or more 
28 . What was the last grade you completed in school? 
l( ) High school i ncompl ete 3( ) College incomplete 
2( ) High school graduate 4( ) College graduate 
5( ) Graduate study 
(Including advanced degree) 
IF ATTENDED COLLEGE, What was your 
major field or fields of study? 
29 . Would you like a summary copy of the findings? 
1( )Yes 
2( )No 
--9 
Please fill in the following information. This information will be detached from 
the questionnaire and will only be used for my personal records and sending you 
a summary (if you want a copy). 
Name: 
--------------------------------------------------
Title: 
-----------------------------------------------
Firm: 
-------------------------------------------------
Address of firm: 
--------------------------------------
THANK YOU VERY MUCH FOR YOUR TI:ME AND COOPERATION. 
